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All advertisements sent The Woman’s Magazine of 
St. Louis, Mo., are accepted with the distinct and 
unequivocal guarantee that its circulation exceeds 
1,500,000 copies every edition, and that we voluntarily 
prove it to the advertiser’s satisfaction or run his ad 
absolutely free. That is the 








Woman's Magazine Basis 











of transacting business with its advertising patrons— 
circulation proven—proven to the advertiser’s satisfac- 
tion or no pay. 

Advertising rate, $6.00 per agate line, with generous 
space discounts. 

Ask your advertising agent about The Woman’s 
Magazine. 


“Keyed Ads”’ 


We prefer “Keyed Ads” and will assume full re- 
sponsibility for their correct combining with electro- 
types, and for their working up clearly and plainly in 
the advertisement. 

Write for our Leaflet, “How to Key Your Ad.” 
It’s free for the asking. 


December Forms close November 16, 


The Woman’s Magazine 


(Largest Circulation in the World) 
Saint Louis, Mo. 


Western Representative : Geo. B. Hische, Hartford Bldg., Chicago 
Eastern Representative: A, A. Hinkley, Flat Iron Bldg., New York 
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TheBestSchool 


TENTH WEEK. 


CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. It is made for the special purpose to enlist as 
new subscribers young men and women who are contemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all. A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and it should be read and studied in every modern business 
office in the United States. Sample copies ten cents. 


AK ONE sending the amount of THREE DOLLARS 
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A SUNDAY MAGAZINE. 





What promises to be a genuine 
novelty in publications is now in 
preparation by a syndicate known 
as the Associated Sunday Maga- 
zines, 31 Union square, New York. 
This syndicate is co-operative, em- 
bracing the American Lithographic 
Company and five great daily pa- 
pers—New York Times, Chicago 
Record-Herald, Philadelphia Pub- 
lic Ledger, St. Louis Republic and 
Pittsburg Post. Beginning with its 
Christmas number each of the pa- 
pers will give itsreadersevery Sun- 
day a general magazine of the size 
and nature of the Saturday Even- 
ing Post. It will have between six- 
teen and twenty-four pages. Pic- 
tures lithographed in six colors 
will be a feature, while articles 
and fiction by well-known writers 
will be published. As an indica- 
tion of the contents the first num- 
ber will contain a story by Jack 
London, a reproduction of a paint- 
ing by Seymour M. Stone entitled 
“Christmas in the Balkans,” an ar- 
ticle on the Balkan situation by a 
recognized authority, and a double 
page color illustration of the Met- 
ropolitan Opera House production 
of “Parsifal” The magazines are 
to be printed in New York by the 
American Lithographic Company, 
and will appear on finer paper than 
anything heretofore printable by 
newspaper presses. Each paper 
will have its own name upon its 
Own magazine, but the contents of 
all will be alike, as well as, the ad- 
vertising. 

“The enterprise starts out as a 
losing venture,” said William 
Bancroft, general manager, “the 
loss being divided by the Ameri- 
can Lithographic Company and 
the papers now in the syndicate. 

he magazine is a literature feat- 
ure first of all. Advertising will 
be accepted, but the magazine is 
in no sense an advertising scheme. 
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It is believed that enough adver- 
tising will be secured to bring the 
cost of production within reach of 
the Sunday newspapers, but even 
under the best of conditions it will 
be an expensive addition to the 
papers who will furnish it to their 
readers. It is the printing process 
that makes the magazine possible. 
For ten years the American Litho- 
graphic Company has been experi- 
menting with a method of produc- 
ing colored lithography at high 
speed, running the paper once 
through the press. Our magazines 
will be executed by this process, 
which prints six colors—a_ black, 
a gray, two reds, a blue and a yel- 
low. This gives all the tones se- 
cured with the three-color process, 
and also remedies defects in that 
method of printing color work. 
The three-color illustration is pro- 
duced by printing three half-tone 
plates one over the other. The 
colors used are a light blue, a 
lemon yellow and a pinkish red. 
These combined give a wide range 
of tones, but the ensemble lacks 
the strong detail that comes from 
black, and is also weak in strong 
reds. If a black plate is used the 
effect is better, but even then there 
are absent the soft grays that make 
a perfect picture. This new litho- 
graphic process has all the tones 
of the three-color method, with a 
reinforcing red and a reinforcing 
gray. 

“The magazine has its own edi- 
torial staff here in New York. 
It also has its art depart- 
ment, and is in touch with the edi- 
torial departments of the papers 
in the syndicate. We will buy 
stories, articles and pictures as 
good as can be had, following the 
editorial policy of such magazines 
as McClure’s and Collier’s. We 
expect to develop a new school of 
color illustration owing to the 
greater freedom given artists by 
this lithographic process. The pa- 
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pers in the syndicate are such as 
go to the thoughtful people in 
each city, and it is presumed that 
their readers follow the maga- 
zines. Obviously, our magazines 
must be as good as any of the 
ten-cent publications, and entirely 
away from ‘Sunday supplement 
standards. For that reason we 
have gone ahead to produce the 
magazine, and reduction of cost is 
to be considered after it is an 
achieved thing. A Sunday paper 
cannot pay much more than one 
cent each for such a feature. We 
hope to reduce cost to $7 or $8 a 
thousand eventually. The first is- 
sues will have a combined circula- 
tion of 650,000. This just about 
taxes our present printing capac- 
ity. We are negotiating with 
other papers interested in the syn- 
dicate, and could probably run our 
circulation up to 1,250,000 in a 
very short time if it were possible 
to produce that many copies. This 
represents twelve newspapers. 
“The business management is in 
the hands of Mr. Frank B. Noyes, 
publisher of the Chicago Record- 
Herald. Advertising is to be en- 
ti.ely general, no local announce- 
ments being accepted. The idea is, 
roughly, that all general advertis- 
ers do not patronize daily papers, 
and this system of combined maga- 
zines furnishes a medium more 
adapted to those who find too wide 
a gap between dailies and maga- 
zines. It is circulated in good 
homes, under the auspices of pa- 
pers already established and es- 
teemed, and a ears on the day 
when the whole family has most 
time to read. Mr. Henry Drisler 
is advertising manager, with offi- 
ces here and in the Marquette 
Building, Chicago. The rate per 
line to begin with is $1.95, 
based on three-tenths of a cent per 
line per thousand circulation. The 
page rate is $1,482. Our page will 
be nine and a quarter by thirteen 
and a half inches, containing 760 
agate lines. Circulation is guar- 
anteed, with a rebate to the adver- 
tiser in case the number of copies 
paid for is not circulated. The 
advertising will be as clean as that 
printed in the papers themselves, 
and must not be extravagantly 
worded. In layout it will be our 








aim to give each advertiser good 
position. Besides the magazine 
this new syndicate will also fur- 
nish general literary matter to the 
papers. The first number of the 
magazine will be issued Sunday, 
December 6.” 


THE UNIT OF VALUE. 


Beprorp, Ind., Oct. 24, 1903. 
Editor of Printers’ Ink: 
Would you kindly advise me which 
peper in our town—the Democrat or the 
aily Matil—has the largest circulation, 
and what is the circulation of each? 
D. H. Livrneston. 
The 1903 issue of the American 
Newspaper Directory rates both papers 
referred to as J.K.L., indicating that 
the average issue of each is not sup- 
posed to exceed one thousand copies, 
which is the advertiser’s unit of circu- 
lation value. 


—+o+ —___. 
THE FORT DODGE “MESSENGER.” 
Fort Dopce, Iowa, Oct. 26, 1903. 
Editor of Printers’ INK: 

A pressure of business had kept me 
from writing you relative to an item 
which appeared in your issue of August 
26, in which you call attention to ex- 
cluding of patent medicine advertise- 
ments from the columns of monthly 
magazines, but that as yet no daily has 
become so virtuous. The Evening Mes- 
senger will not accept a contract for ad- 
vertising that contains any element of 
fraud or graft, or for any article which 
is in anv way objectionable. The mat- 
ter of rate is of no consideration in the 
matter, for the stand taken by the paper 
is for the sole purpose of printing noth- 
ing in its columns which will prove of- 
fensive in any way to its readers. Busi- 
ness accepted by many of the large dail- 
ies has been submitted to the advertis- 
ing department of the Messenger and 
promptly returned with the simple ex- 
planation that it was not acceptable. 

The policy of the Messenger has al- 
ways frowned on anything that has a 
tendency toward exploiting private af- 
flictions, diseases or cures. 

Very truly, 
Touns E. DownInG, 
Advertising Mgr. 


area CEN a 
ONE WAY OF SELLING PIANOS IN 
ENGLAND. 


Mr. Macbeth, a public-spirited music 
seller of Aberdeen, has run to earth the 
“widow giving up noueyuaaping who 
wants to sell her piano. An advertise- 
ment of this kind appeared time after 
time in an Aberdeen paper, and Mr. 
Macbeth found that the widow had sac- 
rificed three pianos, all of which had 
been brought down from London. Mr. 
Macbeth thereupon inserted an adver- 
tisement in the paper to the effect that 
“The widow lady, having now sacrificed 
three pianos, has received a fresh con- 
signment from London.” This settled 


the widow.—Music, London. 
. 














PRINTERS’ INK. 








THE SATURDAY 
EVENING POST 


Has a larger paid circula- 
tion than any other weekly 
publication in America. 


The edition for this week is 


560,200 


COPIES 


and carries 62 columns 
of advertisements, all that 
we care to take in a 
32-page number. 


The Curtis Publishing Company 
Philadelphia, Pa. 


E, W. SPAULDING, Apvertisinc Dirgcror, 
1 Madison Avenue, New York. 


E. W. HAZEN, Manacer, A. B. HITCHCOCK, Manacear, 
Home Insurance Building, Barristers Hall 
Cuicaco, ILLINnots, Boston, MASSACHUSETTS. 
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STORY OF AN AD SCHOOL 
GRADUATE. 


“What becomes of all the ad 
school graduates?” is a question 
often asked in advertising circles. 


Miss Greer was employed as a 
bookkeeper in her native town, 
Danbury, Conn., when one of the 
numerous ad _ school announce- 


ments in the magazines impressed 
Everything seemed fair and 


her. 

















Miss ANNA GREER. 


The following experiences of Miss 
Anna Greer after completing a 
correspondence course with one of 
these institutions throws a certain 
amount of light on this problem. 


square. The tone of the ad won 
her confidence at once. She 
thought advertising more con- 
genial than bookkeeping, with its 
long hours, and the opportunities 
(Continued on page 8.) 
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Little Lessons in Publicity—Lesson 7. 


Six Successful Solicitors. 





The following six evening dailies have entree into the par- 
lors and libraries of practically all the homes of the purchasing 
classes in their respective cities. They will introduce your 
goods to the family circle when the day’s work is over and there 
is leisure and inclination for reading. 


THE MINNEAPOLIS JOURNAL 


is a solicitor that reaches ninety per cent of the homes of the purchasing 
classes in Minneapolis, with a sworn circulation exceeding 59,000. The 
readers of THE JOURNAL make up the most well-to-do class in the entire 
Northwest, and they can be reached by no other medium. 


THE WASHINGTON STAR 


is a solicitor reaching 15,000 families in the Capital City every day who take 
no other Washington daily paper. The only way to reach the people of 
Washington is through the columns of THE STAR. Over 34,000 prospective 
purchasers of your commodity are reached daily. 


THE BALTIMORE NEWS 


is a solicitor that will represent you in more homes than any other daily 
south of Philadelphia. It is practically the only afternoon paper of Baltimore 
and completely covers the field which is divided in the morning between 
three papers. Number of homes visited daily, 45,000. 


THE INDIANAPOLIS NEWS 


solicits for you, not only in practically every prosperous farmer’s household 
in Indiana, but in more homes in Indianapolis than all other Indianapolis 
dailies combined. It has been the representative home paper of Indiana for 
over twenty-five years and now reaches 72,000 homes daily. 


THE NEWARK (N. J.) NEWS 


is a respected, refined solicitor that goes into the homes of Newark and sur- 
rounding residential communities, the Oranges, Montclair, Bloomfield, Arling- 
ton, Summit, etc.—the wealthiest section of New Jersey. Its net circulation 
is more than 52,000. The News has a Sunday issue. 


' THE MONTREAL STAR 


with its circulation exceeding 56,000 daily, is a solicitor going to ninety per 
cent of the English-speaking families of Montreal—the metropolis of Canada— 
every evening. No other paper on the American continent can reach the 
same number of homes at as low price as is offered by THE STAR. 


It would take several thousand high-salaried solicitors to 
do the work in the above cities every day that is done by these 
high-grade, respected, home dailies. 


M. LEE STARKE, 


Tribune Building, Tribune Building, 
NEW YORK. Mgr. General Advertising. CHICAGO. = 












* 
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pictured in the ad made the road 
to a good salary seem plain and 
easily traveled. So she was soon 
enrolled as a student, beginning 
her course in August, 1902. The 
lessons proved fascinating to her. 
After studying evenings for two 
‘months she gave up her place to 
devote all her time to the work. 
Interest steadily increased, and 
when she graduated in February, 
at the end of the required six 
months, her standing was high. 
She expected to get a position at 
once. It had been stipulated that 
she was to pay a certain amount 
for tuition and that on payment of 
an additional sum she was to have 
a place at a salary. But there was 
a decided hitch when the question 
of employment came up, and it 
was intimated that she had better 
try to acquire some practical ex- 
perience in advertising before go- 
ing further toward fame and for- 
tune. Miss Greer thereupon made 
arrangements with two local firms 
to write their advertising, and fur- 
nished copy for two months with- 
out compensation. Samples of her 
work were sent to the Ready Made 
Ad department of Printers’ INK, 
whose manager deemed them 
worthy of reproduction. Until 
then she had never known of 
PRINTERS’ INK, but was attracted 
to it by reading in a local news- 
paper an account of what the 
Little Schoolmaster had done for 
a fellow townsman, who had grad- 
uated from a place as collector for 
a country store and become man- 
ager of a department on a New 
York trade journal. A sample 
copy of Printers’ INK interested 
her, so she subscribed and began 
to follow advertising as it is ac- 
tually practised. 

New York was her ultimate 
goal, of course. There seemed no 
prospect of securing a place 
through the ad school, so she 
wrote to a New York advertising 
man who is known nationally. 
in reply to a letter asking for his 
advice and influence she received 
an interesting communication. He 
told her that she had begun wrong 
and condemned the school at 
which she had studied. He also 
condemned Printers’ INK, criti- 





cised her handwriting, and told 
her that she could not write ad- 
vertising and that she would prob- 
ably not know a good advertise- 
ment if she saw one. He could 
do nothing for her in the way of 
influence. Then another letter was 
sent to the ad school, asking for a 
position. The reply from this 
quarter was not. encouraging. 
There were no positions for ad- 
writers at any sort of salary just 
then, or no salary at all. It was 
a dull season in business, for one 
reason. The fall political cam- 
paign had not begun, for another. 
Everybody and his wife were 
away at the seaside and mountain 
resorts, or in Europe. But if she 
would have patience for a few 
months perhaps something could 
be done for her. 

Miss Greer then came to New 
York, resolved to fight the battle 
for herself unaided. Some days 
spent answering want ads thor- 
oughly disgusted her, and she con- 
cluded to abandon her advertising 
ambitions for a time and take a 
place as bookkeeper, in which 
work she had had three years’ ex- 
perience. This, too, failed her, 
and at present she is in possession 
of the knowledge imparted by an 
ad school, but minus the modest 
position that she abandoned to 
take up advertising. Reading 
PRINTERS’ INK has given her an 
insight into advertising as it is, 
but the day on which she suc- 
cumbed to the slick statements and 
assurances of the ad school adver- 
tisement marked the beginning of a 
wild goose chase. 


Note.—The advertising man who took occasion 
to condemn PRINTERS’ INK is one who asserts that 
he never read the paper. Every prominent ad- 
vertiser who reads PRINTERS’ INK has only praise 
for the Little Schoolmaster and his educational 
value. PRINTERS’ INK will teach any one with the 
ability to become an advertising man the prin- 
ciplesof publicity. And not only is the cost of 
tuition less than 10 cents a week, but an adver- 
tising course through Printers’ INK can be car- 
ried on without the slightest interference with 
present occupation. Ite lessons are practical 
and directly applicable to business life. 

(Mng. Editor Printers’ Ink.) 
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The American Newspaper 
Directory for 1903 shows 


THE 


Pirtssure Press 


to have a larger circulation 
than any other ‘ newspaper 


published ia Pittsburg. 


C. J. BILLSON, 


Manager of Foreign Advertising, 
NEW YORK AND CHICAGO. 
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A PROPRIETARY CAM- 
PAIGN. 





Some of the most notable suc- 
cesses made in advertising are 
those of men who begin with little 
knowledge of mediums or methods. 
Experienced advertising men us- 
ually explain away such successes 
by saying that the one who makes 
them was “born to be an advertis- 
er,” but the real reason is, doubt- 
less, that the ordinary problems of 
advertising were approached in a 
hardheaded, sensible way, and that 
the campaign was conducted on 
basic principles and the facts of the 
commodity rather than in blind im- 
itation of the ads or literature of 
somebody else. Much can be ac- 
complished in any field by an earn- 
est man who deals with first prin- 
ciples. Perhaps the following ac- 
count of the methods by which a 
new proprietary remedy, Electro- 
zone, was marketed in New York 
City a year ago will show how 
much depends upon the man and 
how little upon precedent. This 
remedy is backed by a corporation 
with offices at 45 Broadway,andthe 
man who has the active manage- 
ment of this corporation, Mr. Reon 
Barnes, says that he had never 
gt a line of advertising in his 
ife before taking up this proposi- 
tion. He was a railroad man, 
however, and he had but one rule 
to guide him when he got around 
to advertising. He wanted to ad- 
vertise, and upon a large scale, but 
with as little waste of energy as 
possible. He sent for agents and 
solicitors of every sort of adver- 
tising medium that he thought 
could serve his purpose. He found 
them, by and large, the brightest 
lot of men he had ever met, and 
saw that they must necessarily be 
30, for it was their business to get 
into the details of others’ business. 
They were of the opinion that he 
ought to try his new remedy in 
Kouisville, Detroit, Akron and 
other towns—anywhere but in New 
York City. But he was a New 
Yorker, and knew his own city bet- 
ter than any other locality, and 
wanted to begin right at home. The 
agents seemed to have a great awe 
of -New York, as thaugh it were 
an oyster that nobody had ever 
opened, They told him that if he 





could reach ten per cent of the 
readers of the dailies in Louisville, 
Akron and where not, he could 
consider that he was doing pretty 
well. Ninety per cent sheer waste 
of energy seemed scandalous to 
Mr. Barnes, so he sat down and 
reasoned out another scheme. The 
idea was to tell people about his 
remedy—what it was, what it 
would do, where it could be pur- 
chased. He wanted to begin by 
telling every family in Greater 
New York, while the agents want- 
ed him-to direct his efforts to tell- 
ing ten per cent of the people. of 
other towns. New York dailies 
could be used, but they were ex- 
pensive, and he could not tell his 
story at length. There were other 
ways of reaching people, however. 
Newspapers had no monopoly of 
them. He decided to try a book- 
let. During the preliminary work 
he had dictated matter from time 
to time, and there was a great mass 
of material. This, went to the 
printer, and in a week there came 
proofs of several hundred pages 
of printed stuff. This was con- 
densed into a small, forceful book, 
and the arrangement was such as 
to make the volume a handbook 
upon the disease that the new 
remedy treated rather than an ad- 
vertisement for the remedy itself. 
When it had been definitely revis- 
ed and electrotyped the: railroader 
set out to get estimates on print- 
ing a million copies. The book 
that he wanted to mail was to be 
bound in cloth and be printed up- 
on good paper. Thirty-four cents 
per copy was the first price obtain- 
ed after estimates had been secured 
from several large printers. That 
was too much. “Let us analyze 
this thing. How much does that 
cover cloth cost, now?” Twenty- 
eight cents a yard in 500-yard lots. 
“Get prices on 1,000-yard lots.” It 
is finally hammered down to six- 
teen cents. “Throw off a cent a 
yard and I'll write you a check in 
advance for 10,000 yards.” Done. 
Paper and other items of the 
book’s manufacture were gone into 
on a similar basis, with the result 
that the book itself, as actually 
printed and sent out, cost just 
thirteen cents a copy, and was a 
substantial volume at that. The 
question of mailing lists then 




















arose. The men who furnish 
names were sent for, and trial lists 
were submitted. Dummy letters 
were sent out to names selected at 
random, with the result that fifty 
or more were returned. This was 
too large a leak in postage for the 
railroader, who wanted each book 
to go into a family. Lists made up 
from the city directory, the tele- 
phone book, the elite list and other 
live sources were tried, and there 
were hardly any returns. These 
were used. Not one book in 300,- 
000 was lost. The mailing of these 
books took several months, and 
the aim was to put a copy into 
each family in Greater New York, 
the Jersey suburbs and other out- 
lying districts. When the books 
were all out there was a sound 
basis upon which to begin news- 
paper and outdoor advertising. The 
story had been told more complete- 
ly than was possible in newspaper 
space, and the substantial form of 
the book was such that it would 
be preserved for its information. 
Billboards and newspaper ads 
could be used to repeat the name 
of the remedy, and the complete 
story was in the hands of the aver- 
age reader. Printed in newspa- 
pers it would have disappeared the 
day it was published. Since the 
mailing of this large edition of 
books the remedy has been exten- 
sively advertised in New York, 
while the campaign has been ex- 
tended to other cities. From out- 
ward indications it would appear 
to be thoroughly successful. Its 
success proves a principle in adver- 
tising that has come to be an un- 
assailable truth—that the man of 
strong individuality and practical 
sense, working with first principles, 
is as well equipped to succeed in 
advertising as the man who has 
years of actual experience in writ- 
ing, planning and placing. to guide 
him. In some instances the hard- 
headed novice has better chances 
of success, for he has the advantage 
of being removed from the techni- 
cal detail that often befogs the ex- 
perienced advertiser, and considers 
methods and mediums solely upon 
their merits. 

Tue chief charm ofan attractive 
store lies in its cleanliness and or- 
derly appearance. ; 
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The fact that 


Th 


Chicago Recor-Heal 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619 columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
et Asa mg over 
other Chicago news rs, 
and that the old abate 
have found it profitable to 
increase their space in its 
columns. 
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CO-OPERATIVE ADVERTIS- 
ING FOR PUBLISHERS. 


Among the most interesting 
publishers’ advertisements now 
running in Printers’ INK are the 
announcements of the six evening 
papers represented by M. Lee 
Starke, and that of the select coun- 
ty weeklies under the direction of 
Levi A. Cass, Warsaw, N. Y. 
Have other publishers taken note 
of this inexpensive, effective sys- 
tem of co-operative advertising? 
It has been suggested that a group 
of daily papers in a given city 
could combine in the same man- 
ner to advertise themselves and 
their territory. This is perfectly 
feasible in some cases, but there 
are also cities where rivalry might 
prevent any such combination. 
When it comes to groups of pa- 
pers in a certain State, however, 
there is seldom any antagonism to 
overcome. A list of good dailies 
or weeklies selected from any 
State in the Union would practi- 
cally be a ready-made association 
for such advertising, needing only 
formal organization, financing and 
arrangements for suitable copy. 
The copy is very important in such 
advertising. Wisdom _ suggests 
that the greater stress be laid on 
the territory in which the papers 
are published. If advertisers are 
interested in the field, results come 
to the papers naturally. A cer- 
tain wise care is also needed to 
give each paper equal opportuni- 
ties. Even with so liberal a clien- 
tele as Mr. Starke’s there was 
some good-natured discussion as 
to which paper should appear at 
the top of the list, which second, 
and so forth. This difficulty was 
met by alternating the papers from 
week to week. 

Co-operative advertising of this 


description is not restricted to 
daily and weekly newspapers 
alone. Agricultural journals in 


different sections of the country 
could combine thus, or an asso- 
ciation could be formed of jour- 
nals that treat separate subjects, as 
fruit raising, poultry, cotton grow- 
ing, market gardening, floriculture 
and so on. Religious publications 


in different territory or of differ- 
ent denominations could also com- 








PRINTERS’ INK. 





bine, and so could trade journals 
in allied industries that did not 
conflict. Mr. Starke’s list repre- 
sents an association of influential 
evening dailies scattered over 
some thousands of miles of terri- 
tory. Mr. Cass’ list represents the 
other extreme—a group of coun- 
try weeklies in a single State. Be- 
tween these there are many oppor- 
tunities for co-operative advertis- 
ing. Perhaps the plan should ap- 
peal most of all to the New York 
special representatives, who are in 
a position to take care of results 
of such a list more economically, 
ottering greater convenience to ad- 
vertisers. In Mr. Starke’s case 
the exploitation of five high-class 
papers as an association led him 
to secure a sixth most desirable 
daily, and may lead to an enlarge- 
ment of his list in the future. 

As a means of demonstrating 
his plan for advertising such a 
combination the Little Schoolmas- 
ter prints on the opposite page a 
specimen advertisement for five 
daily papers in Central New York 
—the Rochester Democrat and 
Chronicle, Syracuse Evening Her- 
ald, Utica Press, Binghamton 
Evening Herald and Elmira Even- 
ing Star. This ad was prepared 
from data taken from the Ameri- 
can Newspaper Directory, and is 
perhaps not so complete as an ad 
prepared from data furnished by 
the papers themselves would be. 
Where such an association takes 
a weekly page or half-page in 
PrinTERS’ INK the cost for con- 
tinuous advertising is relatively 
small—about the salary of a re- 
liable boy to distribute dodgers. 
Printers’ INK is willing to co- 
operate with such groups, and, if 
desired, prepare advertisements 
from data received. 

nite ah 

It is but a trifle more than 
thirty years since the mail order 
business was started. To-day its 
proportions are enormous—run- 
ning annually into hundreds of 
millions. This mail order business 
is the direct result of advertising; 
it could not have been built up in 
any other way. It is therefore the 
highest and best proof of the value 
of advertising as a means to the 
extension of one’s business. 


~ 
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ENTRAL New York State is 
Metropolis in Itself. 


T has a population of more than one million people. They are 
| busy and prosperous. They till the land. Central New York 
State fruits, hops, butter, cheese, poultry, dairy products, seeds 
and canned goods are standards for such products everywhere. Its 
people stand foremost in the industrial arts. From shops and fac- 
tories come countless articles and commodities, from cigars to rail- 
road cars, many peculiar to this region and made nowhere else. 
Geo. P. Rowell says: “ The extraordinary importance of New 
York State as an advertising field is so great that it is rarely appre- 
ciated at its full value. The advertising appropriation devoted to its 
development can generally be doubled or quadrupled without giving 
it more than its proper share,” 


NEW YORK 1 THE EMPIRE STATE. 


CENTRAL NEW YORK |S THE SEAT OF EMPIRE. 
THESE PAPERS COVER IT: 
Rochester Democrat and Chronicle 


Circulates 32,045 copies every morning; weekly, 10,321; Sunday, 
24,446. Third largest city in State. Flour mills, nurseries, shoe 
factories, tobacco, cigars, general manufacturing. 


Syracuse Evening Herald 
Circulates 32,118 copies every evening; Sunday, 29,009. _Inter- 
section of two canals; central point for large share of salt pro- 
duction of continent; foundries, machine shops, rolling mills and 
extensive manufactories of various kinds. 


Utica Press 
Circulates 13,618 copies every morning except Sunday; semi- 
weekly, 9,205. Manufactures and wholesale trade; center of district 
producing butter, cheese and hops. 


Binghamton Evening Herald 
Circulates 10,391 copies every evening except Sunday. Manufact- 
uring city with first-class water power. ‘Third city in United States 
in cigar industry. 

Elmira Evening Star 


Circulates 8,255 copies every evening except Sunday. General 
manufacturing ; Elmira College; State Reformatory. 





Central New York State is a metropolitan city in pop- 
ulation, industries and intelligence, and it is also one of 
the most fruitful and valuable agricultural districts in 
the world. 





























14 
CIRCULATION FIGURES, 


THOMAS BALMER’S OBJECTIONS TO 
A PRESENT SYSTEM. 


MR. 


.In 1869 Mr. George P. Rowell started 
the American Newspaper Directory, and 
has published it since. Mr. Rowell has 
always been a wegneous fighter for the 
disclosure of circulation figures; in other 
words, for the right of the advertiser 
to know the number of copies issued of 
the publication in which he inserts his 
announcements. Through the Directory 
and in Printers’ Ink he has constant- 
ly and consistently made this principle 
clear, insisting that the advertising rate 
be founded on number of copies is- 
sued, so that the advertiser may calcu- 
late for himself what he is paying per 
line per thousand copies. [atasten 
of this nature has met with a heap of 
antagonism from publishers of periodi- 
cals who did not desire to find the 
prospective advertiser so intelligent as 
to the natural basis of the costs of 
of advertising and necessarily so in- 
oes as to number of copies issued. 

his attitude, far from disconcerting 
Rowell, has apparently made him more 
strenuous in advocating the justice of 
his principles. He lives to see it be- 
coming more generally recognized among 
the best publishing interests, which have 
learned that only by calculating ad- 
vertising rates at so much per thous- 
and copies can charges be made that 
are fair both to publisher and adver- 
tiser. 

In the American Newspaper Directory 
the latest circulation rating given is the 
average per issue for a year past. In 
the case of periodicals whose circulations 
have increased greatly of late this ar- 
rangement often does them an injustice, 
since present figures are entirely out of 
accord with those recorded, on account 
of the interval necessarily elapsing be- 
tween the time of the receipt of the fig- 
ures by the editor of the Directory and 
thé time of their publication, and also 
even if this defect were eliminated, be- 
cause the figures in the book are used 
by advertisers until the next book comes 
out, an interval in which the circula- 
tion of the periodical concerned may in- 
crease so rapidly as to bear little resem- 
blance to the printed rating. Recogniz- 
ing these conditions, Messrs. George P. 


Rowell & Co. have instituted in their 
weekly periodical Printers’ INK what 
they call a Roll of Honor. In this list 


the publisher who desires to indicate his 
present circulation, according to the 
rules of the Directory, week by week, 
is enabled to do so at the rate of twenty 
cents a line, changing it each week if 
desired, thus utilizing what is practically 
an endless motion circulation —_— 
one indicating always the average for 
the year just passed. To use two lines 
a year, thus, costs $20.80. 

he arrangement appears to be grow- 
ing in favor. We would like to point 
out, however, what appears to us a seri- 
ous defect. This is the limitation of the 
service to those publications which en- 
joy.a circulation in figures in the latest 
issue of the Directory, or lacking this, 
are accorded a certain mark indicating 
that the publication in question enjoys 
80 great a prestige in its particular field 
that advertisers usually value it more 
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for the class and quality of its circula- 
tion than for the mere number of copies 
prir.ced. The limitation in question ex- 
cludes all publications which at the 
period of issue of the latest number of 
the Directory failed to supply the figures 
desired, but who have since seen and 
renounced the error of their ways. In 
a case coming under our personal obser- 
vation, such figures were not supplied to 
the Directory editor upon his applica- 
tion, but a new publisher of the periodi- 
cal coming in afterward, desirous of en- 
tering the Roll of Honor, offered to sup- 
ply circulation statements for a_ year 
past as a condition of his being allowed 
to enter. His application was refused. 
Such a course indicates to us more a 
worship of rule and ritual than respect 
for common sense. Why was not his 
up-to-date statement all right? 

Aside from these suggestions, the Roll 
of Honor is probably oe advertisers 
a service. Our children will smile upon 
the past ages when circulation figures 
were esteemed private property. In the 
culture of such a condition of enlighten- 
ment Mr. George P. Rowell will have 
borne an _ honored share.—Woman’s 
Herald (for Men) (Mr. Balmer’s Print- 
ers’ Ink Baby) for October, 1903. 

IN its issue of October 28, 1903, 
Printers’ INK had precisely an- 
ticipated such a case as_ Mr. 
Balmer states above. The Little 
Schoolmaster’s comment is here 
reprinted: = 

THE advertising manager 
of one of the largest publica- 
tions in the United States 
suggests that a classified de- 
partment should be_ estab- 
lished in Printers’ INK 
wherein publishers, who for 

some reason failed to get a 

figure rating in the 1903 issue 

of the American Newspaper 

Directory, could state their 

present circulation. This de- 

%artment would be a “primary 

grade” of the Roll of Honor 

and would suggest a_willing- 
ness to supply such informa- 
tion as will secure a figure 
rating in the forthcoming is- 
sue of the American News- 
paper Directory in April, 
1904, for the purpose of sub- 
sequent admission in the Roll 
of Honor. The above sugges- 
tion was prompted by the fact 
that a certain publication, 
which never made a Directory 

statement, had been sold to a 

publisher who believes in 

making detailed circulation 
statements of the sort which 

the American Newspaper Di- 

rectory requires. 

Are there any other pub- 














lishers who. would like to 

make detailed statements now 
and pay for their insertion in 
the “primary grade” until 
they can be admitted to a 
position in the Roll of Honor 
in 1904? The rate for such 
announcements would be 20 
cents a line, and a detailed 
circulation statement covering 
the period referred to in the 
desired advertisement would 
have to be submitted. 

The strict adherence to certain 
rules and requirements has mad: 
the American Newspaper Direc- 
tory the standard work of its kind 
ir. the world, and the strict adher+ 
ence to just such rules is what 
tuakes the Roll of Honor what it 
is. In the foregoing reprint PRINT- 
ers’ INK has offered a way out of 
the difficulties described in Mr. 
Balmer’s article, and the Little 
Schoolmaster is now awaiting the 
word from all publishers who see 
the error of their ways or who are 
the victims of their predecessors. 
The heading for the “primary 
grade” would be as follows: 

AMENDATORY 
CIRCULATION STATEMENTS, 
PUBLICATIONS LISTED UNDER THIS HEADING 


CAN NEWSPAPER DIRECTORY. THE COST FOR aD- 
VERTISEMENTS UNDEB THIS HEADING 18 20 CENTS A 
LINE. 





ANTIQUATED SYSTEM OF MEAS- 
URING SPACE, 


: Rochester advertisers still cling to the 
“square” as a unit of measuring space 
in newspapers and other publications. 
Nearly all contracts are made on the 
basis of the “square.” The Solicitor 
Supposes that this may be laid at the 
door of the advertising men, who have 
talked “squares” to the advertisers. 
Now, a “square” is a misnomer.- It is 
not a square in measurement. More- 
over, a “‘square”’ differs in the number 
of lines it contains in the various sec- 
tions of the country. In the West a 
square” contains eight agate lines, 
while in the East, where it still has a 
foothold, it consists of ten. The mod- 
ern basis of measuring newspaper space, 
and one that is gaining advocates every- 
where, is the “inch.” An inch is an 
inch the world over. It contains four- 
teen agate lines, whether in Kansas or 
in New York. The adoption of the inch 
measurement is to be commended both 
in regard to local and foreign advertis- 
ing.—The Solicitor, Post Express, Roch- 
ester, N. Y. 
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Quality in Canada, 


The thing for the advertiser to 
consider in the Canadian field is 
that the progress of the Dominion 
is absolute. And better than that, 
the growth is backed by quality. 
That’s it. A man of quality, same 
with a people! Toronto is a 
city of this stamp, and she has 
250, eople of the same kind. 

The Star te nas ha Toronto 
proves its quality by carrying 
rore advertising than amy other 
paper, morning or evening. This 
tells the story, proof of the pud- 
ding, you know. 


The Toronto Star 


The Chas. T. Logan Special Agency, 
Tribune Buildings, 
NEW YORK AND CHICAGO, 














PUBLISHER 


If given the opportunity todo so,and The 
ournal Company fails to prove that the 
AID CITY CIRCULATION ALONE 

of Tue Mitwaukgse JourRNAL is larger 

than is the TOTAL PAID CIRCULA- 

TION of either of the two other evening 

papers, and that the TOTAL PAID CIR- 

CULATION of Tue Journat is larger 

than is THEIR ADDED TOTAL 

PAID CIRCULATIONS, The Journal 

Company will make ABSOLUTELY NO 

CHARGE for any advertising obtained 

by such representation—So when an 

buys space in Tat MILWAUKEE JOURNAL 

he os not only more paid circulation 

than he can possibly buy in any other 
single daily newspaper published in the 

State of Wisconsin, but he buys more cir- 

culation at less cost than he would obtain 


did he employ both of the other evening 
dailies. 


STEPHEN B. SMITH, 





Tribune Building, New York. 
C. D. BERTOLET, 
Boyce Building, Chicago. 
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FORTY-SIXTH WEEK. 


In response to the weekly ad contest now in its forty-sixth week, forty-four advertisements 
were received in time for report in this issue of Painters’ Ink. The one reproduced below 
was deemed best of all submitted. It was sent in by G. B. Sharpe, with the Chicago Daily 
News, and it appeared in that paper of October 20, 1903. A coupon was mailed to Mr. Sharpe, 
as provided in the conditions which govern this contest, viz. : Any reader may send an ad which 
he or she notices in any periodical for entry. Reasonable care should be exercised to send what 
seem to be good advertisements. Each week one ad will be chosen which is thought to be su- 


DIAMONDS 


ON CREDIT 


UPID Is OUR BEST AGENT. 
He finds places for Diamond 
rings every day and we fill 



































Telephone, 
Write 
or Call for 
e 
Catalogue. 





\. we ployer. We open a 
cH 

NaZacee pay for a ring in easy 

<) publicity. 
DO.IT quest. Give it-half « chance and it 
—even 60 little as ten cents daily will meet the 

mond ring, brooch, locket or earrings. Let ws show you. 

92 to 98 STATE STREET. 
loor 


his orders. He works 

SS Confidential Account 

y 4 monthly payments. We. 

Nat: wy deliver all goods at. once. 

* Our Home Savings Bank 

Now! will soon pay for a Diamond or fine Watch. Drop 
‘easy requirements of the LOFTIS.SYSTEM. You can have a Christmas 
Second F Stewart Bullding. 


4 7. 
\ . > among all classes from 
) Ba the:ten dollar a week 
- Y= clerk to his rich em- 
t dd 

af i) with all of them and they 
fw No security, interest or 
is furnished, to every customer 6n re- 
== in the pennies and nickels as you can spare them 
worth while with five or ten dollars and give the loved one a beautiful Dia- 

Diamonds— Watches —Jewelry. 

Open daily until 6:30: Saturdays until 10:00 P. M. 








perior to = other submitted in the same week. The ad so selected will be reproduced in Print- 
ERs’ Inx, if possible, and the name of the sender, together with the name and date of the paperin 
which it had insertion, will also be stated. A coupon, good for a year’s subscription to PRINT- 
zs’ Inx, will be sent to the person who sends the best ad each week. Advertisements coming 
within the sense of this contest should preferably be announcements of some retail business, in- 
cluding bank ads, real estate ads, druggists’ ads, etc. Patent medicine ads are barred. The sender 
must give his own name and the name and date of the paper in which the ads had insertion. 











ROLL OF HONOR PRIZE 
COMPETITION. 


In April, 1903, Printers’ INK 
inaugurated a new department 
called A Roll of Honor. Pub- 
lished weekly in preferred posi- 
tion it lists publications that have 
furnished detailed statements to 
and secured figure ratings in the 
American Newspaper Directory. 
When a publisher has taken tais 
means of showing that he is will- 
ing to let advertisers know how 
many copies he prints, the Roll 
of Honor enables him to keep his 
publication and circulation rating 
before a large body of advertisers 
every week at nominal expense. 
Such service is to be obtained no- 
where else at any price. Another 
advantage is taat a publisher en- 
titled to representation may, by 
simply furnishing later statements, 
show just how much circulation 
his paper has gained during a cer- 
tain period. Change of copy is al- 
ways free of charge. These are 
some of the advantages of the de- 
partment. There are many others. 
$100 will be paid for the article 
which is deemed the best in set- 
ting forth why every publisher 
entitled to a place in the Boll 


of Honor sheuld make use of 
the service. 


$50 will be paid for the second 
best article wanted as above. 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the Roll of Honor as de- 
scribed in that heading of the first page 
of the Roll of Honor published in every 
weekly ‘issue of Printers’ INK. 


(2) It must give sane reasons why 
the Roll of Honor is a help to those pa- 
pers entitled to a place in it. 


(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 


(4) The space occupied by such an 
article must be equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 


(s) A marked copy of the paper in 
which the article appeared must be 
mailed to the editor of Printers’ INK 
and also a clipping of the same must 

sent under sealed letter postage 
marked Roll of Honor Contest, care 
editor of Printers’ INK. 


(6) As an acknowledgment and a 
partial payment of such service, every 
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contestant will receive a coupon good 
for a cash payment to one year’s sub- 
scription to Printers’ INK. 


(7) Every week the editor of 
Printers’ Ink will carefully weigh the 
merits of each contribution so receiv 
and choose the one deemed the best submitted 
in that particular week. 


(8) The article so chosen every week 
will be published in Printers’ INK, to- 
gether with the name of its author and 
the name and date of the paper in 
which it had insertion. 











(9) As a further recognition of such 
an article an additional coupon as de- 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. 


(10) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 


(11) | Half-tone portraits of the three 
prize winners will also be published in 
the final account of this contest. 





(12) _This contest is open to every- 
body. There is no limit to the num- 
ber of articles one may submit as above 
stated, and no bar to the publications 
in which they are to be inserted. 


Every young man and woman 
interested in advertising should 
take part, and among the staffs 
of the papers already members 
of the oll of Honor there 
are probably many bright youn 
fellows who can write an excel- 
lent article and one that ma 
land one or two of the c¢ 
paid about Christ- 
Strict compliance 
with these rules must ob- 
served, otherwise entries may 
fail of recognition, 


This competitior offers to ad- 
writers an opportunity to obtain 
publicity in Printers’ INK that 
money could not buy, as well as to 
have their work passed upon by 
the Little Schoolmaster and his 
pupils everywhere. Mere fine writ- 
ing may have less show than 
rugged, homely expression of 
facts. The chief point to be em- 


phasized is why a publisher whose 
paper is entitled to a place in the 
Roll of Honor should secure rep- 
resentation therein. 

If further information is desired 
aaa the editor of Printers’ 
NK. 





18 


ROLL OF HONOR PRIZE 
COMPETITION. 


FIFTEENTH WEEK. 


In response to the contest an- 
nounced on the preceding page 
seven articles were received in 
time for report in this issue of 
Printers’ INK. Of these, the one 
reprinted below was deemed the 
best. It was written by S. P. Fos 
ter, editor of the Elmer, N. J., 
Times, and it appeared in that pa- 
per of October 23, 1903. In ac- 
cordance with the rules which gov- 
ern this contest, a coupon entitling 
the holder to a yearly paid-in-ad- 
vance subscription to PriNnTERs’ 
INK was sent to Mr. Foster when 
the marked copy of the paper was 
received. Two additional coupons, 
one to Mr. Foster and one to the 
advertising manager of the Times, 
were sent in accordance with the 
terms of the competition, after the 
choice for the week had been 
made. Mr. Foster’s effort will 
now be placed on file, and it will 
have further consideration when 
the time for awarding the cash 
prizes arrives. The article as it 
appeared in the Times follows 
here: 


Printers’ Ink Roll of Honor. 


VALUABLE TO NEWSPAPERS AND 
A GUIDE TO ADVERTISERS. 


REASONS WHY NEWSPAPERS WITH THE 
REQUISITE QUALIFICATIONS SHOULD BE 
ENROLLED. 


When necessity gives birth to a child, 
the progeny is worth nursing to ma- 
turity. 

The Roll of Honor department in- 
augurated by Printers’ INK is born of 
necessity—a necessity to the newspaper 
publisher who is up to date and aggres- 
sive; and a guide for prudent adver- 
tisers. 

There are various types of publishers 
who have various ideas about makin 
known circulation figures. At the hea 
of a column in one class of newspapers 
will be found the statement: 

“LARGEST CIRCULATION IN THE COUNTY.” 

The paper makin 
be the weakest publication in a coynty, 
but finds this justification for its boast, 
that it circulates more copies in its home 
county than it does anywhere else, and 
we therefore refrain from calling the 
publisher a falsifier. : 

Another favorite headline is simp! 
“Biggest Circulation,” but that doesn’t 


fool anybody. : 
Perhaps the claim most Saomneniiy 
made is like this: ‘‘Five thousand read- 


The explanation nar- 
The publisher issues 


ers each issue.” 
rowed down 





this assertion may - 
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1,000 papers. He figures that there are 
five persons in the average family, and 
assuming that they all read his paper, 
he multiplies his actual edition by five, 
hence “5,000 readers.” The multiplic- 
ity of ways publishers have of beating 
his satanic majesty around the foliage 
causes advertisers to accept with some 
misgivings the statements of all pub- 
lishers, unless actual figures are given 
in a plain, unequivocal form. 

Sixteen years ago the publisher of the 
Elmer Times realized that an advertiser 
had as much right to know the exact 
circulation of a newspaper as he had to 
know the number of pounds in a load 
of coal he purchased. He examined a 
number of newspaper directories, only 
to discover that the circulation ratings 
given were usually unreliable estimates 
and that the publications which did not 
furnish actual circulation figures were 
given much higher ratings than they 
were entitled to, which put the publisher 
who made regular statements to a dis- 
advantage. The American. Newspaper 
Directory was the only one offering a 
fair chance to the publisher who wished 
to be frank with his patrons. That Di- 
rectory has drawn the cords tighter and 
tighter each year until it is as near in- 
fallible as directories can be made with 
the present attitude of many publishers. 
The Elmer Times has year after year 
received absolutely without cost an exact 
rating in accordance with the sworn de- 
tailed statement of circulation periodi- 
cally furnished, but when _ the Roi of 
Honor was established the Times at once 
sent a check in advance for space to 
entered therein, with the assurance that 
“No amount of money could buy a place 
in that list for a paper not having the 
requisite qualification.” 

he Times considered it a good in- 
vestment to be able to tell the thousands 
of advertisers who read Printers’ INK 
fifty-two times a year its exact average 
circulation for the previous year. 

Generalized braggadocia about circula- 
tion is a-fakir method. Selling watered 
circulation, like 7 watered stocks, 
is now at a discount. If a man asks for 
a thousand dodgers at our job printing 
department, we do not think of counting 
five readers to a circular and_ putting 
only two hundred in the pack. We give 
him 1,000 actual count; that’s the way 
advertisers in a newspaper should be 
treated, and the Roll of Honor is the 
billboard where every newspaper with 
the “requisite qualification” should have 
its sign posted. 

Printers’ INK, the acknowledged 
schoolmaster in the advertising world, 
is a publication of wide circulation and 
high standing. Its integrity in award- 
ing a place to a publication in the Roll 
of Honor will be unquestioned by rea- 
sonable advertisers, a reason why 4a 
place in the Roll of Honor is coveted 
and valuable to the newspaper. p 

The Elmer Times regrets that it has 
not 5,000 circulation, but it has not, 
never had, and perhaps never will have, 
because it is a local newspaper published 
in a farming centre, and its present cir- 
culation covers its normal territory. It 
demands advertising rates according to 
its actual circulation. It is willing that 
every advertiser should know the exact 
truth and pays in advance for space in 
the Roll o onor, to keep the fact be- 
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fore them. Last year advertisers paid 
the Elmer Times $3,049.87. The envi- 
able patronage was the result of the 
open circulation book policy, which the 
“Roll of Honor” helps to keep before 
the public. 

There are doubtless a large number of 
newspapers entitled to a place in the 
“Roll” which have not yet entered it. 

Now is the accepted time. Now is 
the day of circulation truth. 

Advertisements in the Roll of Honor 
are accepted from publishers who, ac- 
cording to the 1903 issue of the Ameri- 
can Newspaper Directory, submitted for 
that edition of the Directory a detailed 
circulation statement, duly signed and 
dated. 

Advertisements under this heading 
will also be accepted from publications 
to which the Directory accords the gold 
mark, denoting superior excellence in 
quality of circulation. The cost to those 
entitled to enter is 20 cents a line, 
$20.80 for a full year, with ten per cent 
discount if fully paid in advance. 

The address of Printers’ Ink is No. 
10 Spruce street, New York. 


The Times has been one of the 
earliest members of the Roll of 
Honor, and is one of those pro- 
gressive weeklies that know their 
place, field and value, and ably 
maintain it in the eyes of judi- 
cious advertisers. 


—— +2 
“PRAISE FROM SIR HU- 
BERT.” 


At the ninth annual meeting of 
the Sphinx Club, held at the Wal- 
dorf-Astoria, on Wednesday, Oc- 
tober 14, 1903, it was unanimous- 
ly resolved: 

This club desires to express to PRINT- 
Ers’ INK its appreciation of its able, un- 
tiring and successful labors on behalf 
of good advertising and of honest circu- 
lation statements, all of which it is the 
unanimous opinion of this club has 
reatly benefited the advertiser, the pub- 
Esher. the solicitor, the printer, and in 
fact every one connected directly or in- 
directly with the advertising business. 
It is the earnest and affectionate hope 
and desire of this club that the publish- 
er of Printers’ INK may long be spared 
tor the prosecution of the great work to 
which he has devoted so many years of 
his life. " 


NOTES. 


Tue H. B. Humphrey Co. is placing 
in Boston dailies some special advertis- 
ing for the New York Central and 
Hudson River Railroad. 

“Wire for us and we will wire for 
you” is the latest bulletin-board catch- 
phrase used by Schoenburg, the electri- 
cal fixture man, New York City. 

Tue Angle Lamp Co., of New York 
City, in addition to its regular maga- 
zine advertising, is taking up newspaper 
work in various sections. The Ben 
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_A FOLDER from the Record of Chris- 
tian Work, East Northfield, Mass., out- 
lines that publication’s editorial scope. 


Tue Arkansas Gazette, Little Rock, 
Ark., has submitted to examination by 
the Association of American Advertis- 
ers, and sends out fac-similes of its cer- 
tificate, which states the circulation to 
be 7,242 for the first six months of 1903. 


From the United Presbyterian, Pitts- 
burg, comes a booklet telling how that 
publication, mow more than sixty-one 
a old, has increased its circulation 
Y 75 per cent the past year through 
active canvassing. 


“Senp to San Antonio” is the phrase 
used by the Maverick-Clarke Co., who 
claim a position as “the biggest printers 
in the biggest city in the biggest State.” 
This firm does some excellent advertis- 
ing in the Southwest for long distance 
printing. 


_ WitH the handsome illustrated price- 
list of the Michigan Stove Company, 
Detroit, Mich., is sent to dealers a large 
wall rack containing a supply of litera- 
ture for consumers. This method of 
utting up such printed matter goes a 
meg way toward insuring its distribu- 
ion. 


_ Tue People’s Popular Monthly, pub- 
lished in Des Moines, Iowa, is described 
in a neat booklet addressed to advertis- 
ers. A list of business now running 
shows that it is patronized by a goodly 
number of successful general advertis- 
ers, particularly those aiming at the mail 
order field. 


To prevent any possibility of old 
stock being sold consumers, thus hurting 


trademarks, the Franklin Mills Co., 
Lockport, N. Y., empower any grocer 
to destroy undesirable packages of 


“‘Wheatlet,” sending him fresh goods on 
receipt of labels. The company also 
makes special inducements for window 
displays. 


A BOOKLET from the Maltby Lumber 
Company, Bay City, Mich., treats of 
telephone poles and railroad ties with 
expert knowledge, giving not so much 
the good points of the company’s own 
products as the specifications that any 
good pole and tie must come up to if 
satisfactory service is to be expected. 
Another commendable feature is a reply 
card affixed to the cover. 

—_+o+—__——. 





“NOT MANY 
Weekly newspapers in the United 
States come up to the same standards 
of excellence that the 


WARSAW 
WESTERN NEW-YORKER 


does.”"—Printers’ Ink of Oct. 7, 1903. 


Published at Warsaw, the county seat 
and metropolis of Wyoming County, 
N.Y. _ Circulation 3,600, and growing 
every day. 











B. Hampton Co. is placing the b 
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Nore.—Advertisements under this capt 
according to the 193 issue of the American 
that edition of the Directory a detailed circu 


ion are accepted from publishers who, 
Newspaper Directory, have submitted for 
lation statement, duly signed and dated. 


These are generally regarded the publishers who believe that an advertiser has a right 


to anew a he pays his hard cash for. 
The b ig 

number — a 

tains the details of the publication’s aan 

in this list for a paper not entitled toi 

A Advertisements under this caption ‘will als 

mer: 

superior excellence in quality of circulation. 

oa n, if entitled as above, cost 
ear, 10 per cent discount if paid wholl 

tions to date showin, 

a statement in detail, 





properly signed and 


ures denote the average issue for the 
ets denotes the page in the American 


ican Newspaper Directory accords the sign (© ©), the so-called 


in advance. 
increase of circulation can be made, 
dated, covering t 


zor indicated. The light-faced 
ewspaper Directory which con- 
r. Noamount of muney can purchase a place 


0 be accepted from publications to which the 
gold marks, denoting 
¢2 Announcements under this classifica- 


20 cents per line under a YEARLY contract, $20.80 for a full 


Weekly, monthly or quarterly correc- 
pooviees the — sends 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 

Anniston, Evening Star. Daily average for 
_. 1,159. Weekly, 2,026, nteed (33). 
First six months, 1903, daily 1 $58 guaranteed. 

i Birmingham News. Daily av- 

rage for 1902, 18,48. 8 14); rst seven months 
$90, 17,898; July, 1908, 1903, 20,188; guaranteed. 

Birmingham, Ledger. dy. dy. Average for 1902, 
-—- (34). Av. Sor Aw Auwg., 1308, 17,586, guar't d. 

Montgomery, Advertiser. Aavertions Co. Av- 

circulation for 1902, gua) eed, daily 10,- 

(OO), weekly 12,841, Su Sunday 14,6 25 (40). 
ARKANSAS. 

Little Roek, Arkansas Methodist. Geo. Thorn- 
burgh, publisher. Actual average 1902, 10,000. 
ARIZONA. 

Bisbee, Review, daily. W. B. Kelley, pub. 
In 1902 no issue less than 1,250 (46). In 1903 no 
issue less than 1,750. 

Phoenix, Republican. Da a, 4 average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. _¢ 


CALIFORNIA. 
reano, Boring Republican, daily. Average 
on 1902, 4,644 (67). E. Katz, E. Katz, Special Agent, N. Y. 


Oakland, Tribune, e, daily. Average for 1902, 
ane (75). Tribune e Publishing Company. 


Diegan Sun. Daily average 
tr 902, aE (80). Wei — 


W. H. Porterfield, pub. 
, Argonaut, week] scone 
tori 1Bt8 8 E. Katz, Speci Agent, N. 
an Francisco, Bulletin. R. A. Crothers. oe 
tor 1902, daily 49,159, Sunday 47,802 (80). 
San Franelaeco, Call, d’y and S’y. J. D. Spreck- 
els. Av. for 192,dy 60, 885, 8’y 71, 584 (80). 
San Jose, Evening Herald, daily. The Herald 
Co. Average for year end. Aug., 1002, 8,597 (86). 


San Jose, Morning Mercury, dail arom 
Publishing Oo. Average for Ide, 6, Bee css - 


COLORADO. 
Denver, Post, daily. Post Trinting and Pub- 
lishing Co. Average for 1902, 82,171 (97). Aver- 
age for September, 1903, 89,589. Gain, 7,418. 


CONNECTICUT. 
Hartford, Times, daily. W.O. Bu A 
for 1902, 16,172 (111). ” aoe 
Meriden, Morning Record and Republican. 
Repubi’n Pub. Co. Dy. av. for 1902, 7,887 (112). 
New Haven, Palladium, daily. ty el 
1902, 5,500 (114). E. Katz, ;. Katz, Special Agent, ! A 
New Haven, Union. Av. for 1902, d’y s 881 
Sy 8,825 (14). E. Katz, Special Agent, N.Y. ° 
New London, Day, evg. J Av. 1902, 5,198 (115). 
First six months 1903, Py 2. Aug., 1903, epic an 


a. pumetin. Salts, Dyna Co., 
ers. Average for 1 
first six months 1903, 4,996. wine diverge 














e additional period, in accord- 
DISTRICT OF COLUMBIA. 
Washington |v. Star, Ev. Star News- 

— Co. Average for 1902, ost, 748 (© ©) (122). 


ational Tribune, weekly. Average for 1902, 
104,509 (125). First six mos. 1903, 112,268, 
Smith & Thompson, Rep., N Yi Chicago. 
DELAWARE. 
Wilmington, Morning News, daily. News Pub- 
lishing Co., pubrs. Average for 1902, 9,485 (121). 
FLORIDA. 
Jacksonville, aves, daily. Aver. 1902, 
7,018 (128). At verage 1st 6 mo months, 1903, 8,229, 


Pensacola, Journal daily, every morning ex- 
cept Monday. Average for 1902, 2,441 (131). 


Tampa, Morning Tribune. ay A zomee Tri- 
bune Pub. Cu. Average for 1902, 5,608 (132). 
GEORGIA. 
Atlanta, Journal, dy. 1902, 87,828. Semi- 
wy, 84,105 (135). ‘Atlanta Journal Co., pubs. 





Lafayette, Walker Co. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1902, 1,590 (144). 
IDAHO. 
Boltse, Capital New: Capital News 


8, dy. and wy. 
Ptg. Co., pub. Av. 1902, . +) 2,512, wy. 2,405 
(151). Av. ist 6 mos., y. 2,800, wy. 8,279. 


ILLINOIS. 
Cairo, Citizen, weekly. CitizenCo. Year en 
ing Dec., 1902, no issue less than 1,000 (161). 


Champaign, News. In 1902 no issue less than 
1,100 daily and 8,400 bi ti (163), Average 
daily issue for July, 1905 1903, 1,711. 


Chieago, Ad Sense, monthly. The Ad Se 
Co., pubs. Actual average fo for 1902, 6,088 a 


Chicago, American Bee Journal, 
Actual average for 1902, 7,485 (167). 


A aoe hay Bakers’ Hel monthly. 
Clissold. Average for for 1908, 4,050 (0) am. 


Chicago, Breeders’ Gazette, stoc 
ly. Sanders Pub. Co. Average for 1902, 60,052 
(167). Average first 25 weeks, 1903, 66,740. 


Sean ete EAT in? Hotere 
ctual average for ( 
first nine months 1903, %, Ya 


d- 





weekly. 





ik farm,week- 


Chie: . Grain Dealers Journal, s.-mo. Grain 
Dealers Company. Av. for 1902, 4,416 (@©) (175). 


Chieago, Home Defender, mo. T.G. Lavin 
Act. av. 1902, 5,409 (180). Six mos. 1903, 24,888. 





Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166 (i181). Average 
ten months 1903, 22,100. 

Masonic Voice-Review,mo. Ave for 1902, 
26,041 (182). For six months 1903, 26,166. 





Ohieage. Monumental News, mo. R. J. 
pub. 


t, 


Haigh 
Av. for year end, July, 1902, 2,966 (182). 
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ye National Harness Review, mo. Av. 
for 102, 5,291 (183). First 8 First 8 mos, 1903, 6,250. 


Chicago, New Thought, m wr 50c. a year. 
Ella Wheeler being verage year end- 
ing January, 1903, 29,289 iss) Since January 
1903, New Thowg ht prints over 100,000 meondhie. 


Park and Cemetery and Landscape Gardening, 
mo. Av. for oad — _ 1902, 2,041 (183). 


Chicago. Average for 1902, 
daily ieeaed, yz it i,ei6 (166). 


Chicago, Tribune, daily. Tribune Co. In 1902, 
yA (OO) (166). 
East St. Louisa, Poultry Cattare. mo. Poultry 
Culture Pub. Co. Average 1902, 6 875 (192). Av- 
erage first six months 1903, 14,888. 


Evanston, Correct English: How to Use It, mo. 
Average for year ending Uct., oe 9,750 (194). 
Kewanee, Star-Courier verage for 1902, 
daily 2,410, weekly 1,522 (eos. Average guar- 
anteed circulation ily laily for 2 August, 1903, 03, 8,006. 
Peorta, Star, verage for 190 nings and Sante morning. 
Actual sworn ave ‘or 1902, 28,742 (219). 
Roekford, Register Gazett Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 

Evansville, Journal-News. Av. for 1902, «7 
11,910, S’y 11,508 (244). E. Katz, Sp. Agt., N.Y. 

Goshen, Cooking Club, monthly. Average for 
1902, aap (247). A persisten ium, as 
housewives keep every issue fc issue for daily reference 

lis, News, dy. Hilton U. Brown, gen 
‘or —— sales—62, 188 (250). 

Mari ion, Leader, di .  W.B. Westlake, pub. 
Actual ave: for im 8,757 (257). For year 
ending August 3/, 1903, &, gas. 

Munele, Star, d’y and 8’y. Star Pub. Co. 
ending Feb. 1903, d’y 21,468, S’y 16,585. ooo, 

Notre Dame, The Ave Maria, roy pom ly 
magazine. Average for 1902, 25,976 


Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902 for 1902, 1, 320 (264). 


woittchmont Evening ing Item. ee A av. for 
02, 8,124 Same for August, 1903, 8. 


South Bend, Tribune. Sworn daily average 
1902, 4,861 (267). Sworn av. for Sept., 5,641. 


IOWA. 
Arlington, News. All home- 





Le og 


rint weekly. W. 


F. Lake, pub. Average for 1° for 1902, 1,400 (282). 
Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1903, 7,018. 
Clinton, Advertiser, dail Fay Bros., pub- 
lishers. Ave for 1902, ?7 10,288 (ey, a ‘Accorded 
Ee daily reulation in E ion & yt 


ert Logg Dy. av. 1902 6,882, s.- 
1, Bert ugust, 1903, 8,087. Cir. 
guar. more acy “double of uble of any Davenport daily. 
Des Metnes, tp Cantal, daily. Lafayette Me, 
publisher. average for 1902, 24,01 
(293). Dwegr June, 1903, $1,011. 

Des Moines, Cosmopolitan Osteopath, month- 
ly. Still College. Average f for 1902, 9,666 (294). 


Des Moines, News, daily. Aver. 1902, 87,118 
(293), First 9 mos. 1903, aver., sworn, 41,871 net. 


Dubuque, Catholic Tribune, weekly. Catholic 

Printing Co., pubs. Actual average 1902, 4,801. 
Museatine, Journal, dy. av. 1902 he fe s8.-wy. 

2,711 (315). Dy. av. ‘st 6 months 1903 4,188. 


Ottumwa, Courier. Dy. av. 4st. ¢ 
984 (319). ‘st 6 mos. 1903. 1908. dy. 4 aps WY. 
Sheldon, Sun, d’y and 
Average for 1902, oy. 486, 


Teel. 


Carso’ 
bs 2, Bad ‘(@2). 





Publisaing Co. Average for tor 1902, pers (323). 
fat City, Journal. Dy. Dy. av. for first 8 m 
[ 2m iomere) BORER, fy. av. for aay. 19. 698. 
always nm. undisputed in 
its S bie, virgin fie isan a average 16,968 (S24). 


KANSAS. 
Atehison, Globe. daily. W. Howe. (334). 


Offers to prove 5,200 daily Sechanion Sor 1903, 
or receipt any advertising bil bill, 


Girard, Appeal to > Reason, weekly. J. A. Way- 
land. Average for 1902, 195,809 (343). , 


Hutchinson, News, d’y and w’y. W’y, durin 
issue Bate, N.Y td 


1902, nO less than 1,920 (346). E. 
Topeka, Western School Journal, educational 
mon a Average for 1902, : for 1902, 8,116 (362). 


le, d’y and w: and w’y. Ay. 1902, d’y 16,- 
zi wey erat ert obs a). h, N. Y. & Chicago. 


KENTUCKY. 
A ay amy ne BY ras J. 
Babbage. Average for 19 for 
Lexington, Leader. Av. ler. Av. for 1902, pret t 
w'y 2,806, S’y 4,008 (S73). (878). E. Katz, 8. A.,N. ¥. 
Louisville, Evening Post, Post, dy. i 4 Post 
Co., pubs. Actual average for 902, 26, 895 (374). 
Padueah, Sun, daily. Sun Publiehis, ve? AS 
e for year ending June, 1! 
Daily average for September, 1903, 
LOUISIANA. 


New Oricens, 7 daily. R.M. Denholme, 
perry Average for year ending June, 1902, 
16,259 (387). Official ial journal city New Orleans. 


New Orleans, Louisiana Planter and a 
Mfr, wy. In /902 vo issue less than 8,000 (387 


a Southern Buck, official organ of Elkaom 
Louisiana and Mississi ppi. Av. 02, 2,866 (388). 


MAINE. 
Augusta, Kennebec Journal d’y and w’y. 
Average d’y, 1902, 4,719, w’y 2, 188 (391). 
Bangor, Commercial. Average for 1902, daily 
7,846, weekly 29,012 (392). 
Lewiston. ryt y ww Journal, daily. Average 
for 192, 6,640 (@@), weekly 15,255 (@ @) (3%). 
B hay Maine Woods, voods, weekly. J. W. Brack- 
ett. Average for 1902, 5,416 (397). 
Portland, Evening Express wy 7 for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 
MARYLAND. 
Baltimore, News, daily. Evening News 


lishing Co. Average 1 » An ES s (02). 
ary / to September 30, 1903, 44,88) 





Pub- 
Janu- 


MASSACHUSETTS. 
Boston, Rventag Tennsortet )) (412) Boston’s 
tea table paper. Largest amoun 1 Siac gar 


Boston, Globe, average for 
Daily, : 196, 579; Sunday, 276.296 412-413). 
First 9 1908, dy. 195,292, Sy. . * 7,282. 


Largest ctroulat tion in New 

Advertisements go in morning and afternoon 
editions for one price. 

Boston, New England e, monthly. 
America "oo. pubs. "Everage } |, 21,580 (420). 

Bonen Pilot, every Saturday. Roman Catho- 
lic. as. Jeffrey Roche, editor. (@@) 


Boston, Post, dy. Average for 1902, 4v4.398 
(413) av. for Aug, 1908, dy. is7,t44, 
520. Largest p.m. or a. a. m. sale in New 


Boston, Traveler. John H. Fahey. Esta 
18%. Actual daily av ine 78. 32. ry 
For first sual daily’ ave 20,409 . 


heen 
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Danvers, Red Men’s Official Journal, monthly. 
Andrew H. Paton, pub. Average 1902, 2.750 
(425). Only official paper for Sor 350,000 mem members. 


East Northfield, Record Record of Christian Work, 
mo, Av.for yr. end’g March, 1903, 20.541 (425). 


Sr ane Daily Times. Average for 1902, 
6,247 (427 irat seven months 193, 6,629. 





vento Telegram, dai daily. Tel Pub- 
lishing Wo. Average for 19uz, for 1902, G,701( ). 

Salem, Little Folks, ‘mo Bons. 8. E. 
Cassino. Average for 1 i902, h ty 0 (434 

Springfield, Good Housel Housekeeping, mo. Avg. 


for 1902, 108,666 (436). For year end. April, 
1908, 119,000. All advertisements guaranteed. 


Springfield, Republican (435). Aver. 1902, d 
15,406 (@©), Sunday 18,988 (@0). wy. 4,177. 


Woreester, Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,556 (439). 


MICHIGAN. 


Adrian, Telegram, dy. D. W.Grandon. Av. for 

1902, “no (440). Ar. 3 9 mths. in 1903, 8,650. 
roit, Free Average for 1902, dail 

4l, hey Sunday Hier? 260 (450). . 


Detroit, Times, daily. Detroit Times Co. Av- 
erage for 1902, 2T,65T (450), (450), 


Grand Rapid Evening | Press, dy. Av 
for 1902, 88,216 6 (456). p). First 8 mos. 1903, 86,18 5 


Grand Rapids, "Herald, daily. Eu D. 
Conger. Average for 1902, 20, 156 ( ). 
ne one only, Sundai 


ne 
é ty ay 
Y paper in c 7) 
pom Edy 
ing rate, cen: te 
U bet —_, \d08. st 
Jackson, Citizen, daily. mes O’Donnell, 
pub. Actual average for ‘oon, B.B8T (461). Av- 
erage for first six months 1903, 4,828, 


Jackson, Prees and Patriot. noe — 
1902 5,082" (461); for July and Aug., 1 


me pane 
4, 


Kalamaz ph. 702, d 
7,579 (462). Paes mt d. fintas, ds BA 8-0. 8,414. 


naw, Evening News, d News, daily. Ave 
848 (473). September, 1903, daily 1 
pre en Advertiser, week weekly. H. T. Johnson. 
No issue in 1902 less than 2, (474). 
MINNESOTA. 
Mingengelts, Farm, Stock and Home, semi- 


1902, $e 208 =. Act- 
ual average July-October, 190 1903, 74,88 


we rgeencte. Farmers’ Tribune, twice-a-week. 
J. Murphy, pub. Av. for 1902, 74,714 (496). 


Minneapoli«, Journal, daily. Journa] Print- 


e for 
889. 








ing Co. For 1902, 54,628 (49). 
Wien Yy N. W. Agrict iculturist, s.-mo. Feb., 
03, 78,168 (498). 75, quar’d. 35c. agate line. 
Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, or 1902, 4,200 (© ©) (497). 

Minneapolis, Svenska vixicy ot Posten, 

weekly. Average for or 1902, 4' 47,075 (4 coos 

Minneapolis Tribune. W. J. b. 

Ave — for. 1902, daily, asre 2 (0 Bun- 
Ti months 1903: 
Dally 78,686, Sunday 60,595, Est. 1807, 
Daily average for 75,642. 

The only Minneapolis hm listed in Rowell’s 
American Newspaper Directory 
that publishes its circulation down 
to date in + or yy yi else- 
nine “American aT. 

circulation which is , Be 
ranteed % Rowell’s ‘American 
ments go in both morning and evening editions 


Minneapolis, Western Progress, mo., devoted 
to Western interests. Av. for 1902, 10,000 (500), 


St. Paul, Dispatch, dy. Aver. 1902, 49,052 
(005). Present aver. 68,181. ST. PAUL'S Lhabe 
ING NEWSPAPER. 


St. Paul, Globe, daily. Globe a s publishers, 
Actual average for 1902, 1902, 22,825 


St. Paul, News, dy. Aver. on Pol 619 (605). 
First 9 mos. 1903, sworn average 84,081 net. 


Paul, Pioneer-Press. Daily average for 
1902 $4,151, Sunday 80, 986 (506). 


Aw Rex, bg former, r. agrt. »8-mo. Est. 1882, 
rrof. av. year end, 


Act. 
Feb., “S, 62,855 G07). “dct. present av. 50,000. 
Winona, gy and Herald, daily. Aver- 
age 1902, 8,202 (512). Av. past 6 months, 4,109, 
Weetioner Herold, wy. Av. ’02,22,688, Sonn 


2, 
Winona, 3S OR; Volksblatt des Westens 
(Wy.) 28,826 (513 


MISSOURI. 


Carthage, Press. Daily average for 192, 
1,411, weekly 2,880 (590). WJ: Sewall, pub. 

Zoot Globe, daily. Ave for 1902, 9,414 
(541). EH. Katz, Special Agent Agent, New York. 


Kansas Sty, Journal, d* 
for 1902, daily 6,876, week wee 

Kansan og » Weekl oe -¥— Trade J'rn’l. 
Av. Aug., 187 (543). At (543). Av. 5 mos. '03, 9,895, 


Kansas Oty, World, dail daily. Aver, 1902, 62,- 
978 (542). First 9 mos. 1903, aver., sworn, 61,452. 


and w’y. Average 
ly 161,109 (541). 


Mexico, American Farm and Orchard, ag’ 
and hortic.,mo. Actual presage for 1902, iene 
(549). Actual aver. May, Hay, June, Ju ly, 1903, 15,667. 


St. Joxeph, Medical Herald, month'y. * ame 
Herald Co. Average for 1902, "7,475 ( 

h, 300 8. 7th St,. Western Fruit Grow- 

on 4 i . hver. for 1902, 28,287 (557). Rate 15c. 

per line. Circulation 80,000 copies guarant’d. 


Medical Brief,mo. J, J. Lawrence, 
and pub. Av. for 1902, 88,058 (563). 


National Farmer and Stock Grower, mo. Av. 
mos. end. Oct., "03, 105,500. 1902, 68,588 65), 


St. Louis, The Woman’s yoman’s M ne, monthly 
's oe ana aver- 


8.8: 
Toit Get 9 mos, in -~ iy gale commencing 
1903, every ‘issue — eat obrontt 


aa of any O60 copies ful comm the alll 

MONTANA. 

11;804 Ot). MONTANA'S BEST NEWSPAPER. 

pate Inter-Mountain, da daily. Inter-Mountain 
Publishing Co. Average for for 1902, 10,101 (573). 
ey Record, ov Record Publishing 


Co. r bon, fo 7.974 (574). Average Jan- 
uary ™ bay dy Siat, 1903, 10,209. 


NEBRASKA. 
Lincoln, Deutech- Asserting Farmer, wee 
(590). av. for year end. end, April 30, 1908, phar d 


Lineoln, Freie Presse, we weekly (59). Average 
Sor year ending April 30, 1908 30, 1903, 144,554. 


TAnsein, Nehraska ra Teacher, monthly. Towne 
1902, 00. 


A Rt. > gates 


& Crabtree, pub. Average fc for 5,1 
Lincoln, Western n Medical R mo. Av. yr. 
he | endg. May. 1903, 1,800. In 1908, Siedo (501). 





Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for for 1902, 28,47 (604). 





Sor one price, 





Omaha. News, daily. Aver. for 198, $2,777 
Gann Pived ¢ moe 1003; eunre mewr, 4e0Bb 
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NEW HAMPSHIRE. 
klin Falla, Journal-Transcript, weekly. 
gaye & Robie. In'102, no issue less than 8,400. 
Manchester News, daily. daily. Herb. N. Davison. 
Average for 1 7,500 ( 
Leith & rt, N. Y. "Rep. 150 Nassau St. 
NEW 4 a ee 
kk. J. L. Kinmonth, pub. 
pyog h oe "july "U5, 8,702. In 28,058. 
Elizabeth, Evening Times. Sworn aver. 1902, 
8,885 (616). 6 mos, 1908, 4,288, 


r, Times, woskiy. 8. P. Foster. 
tr mes, 2 :O85, (616), 


ersey Cit Evening Jou Journal, dy. Average 
tor 1008, 17,582 (619) 9). _18t 6 mos. 1903, 18,407. 


J Cit Sunshine, m mo. J, W. Floridy. 
aver. for year ending Jan:, 1903, 84,500 (426). 

Newark, Evening News. Even News Pub. 
Co. Av. for 1902, dy. 50,406 50,406, Sy. 15,915 (621). 


Newmarket, Advertisers’ Guide,mo. Stanley 
Day, publisher. Average for for 1902, 5,041 ¢ (623). 


Average 


i infield, Daily Press. A. L. Force, publish- 
. Actual average for 1902 2,582 (6%). 
NEW vores. 
Alb Journal, evening. Jou Av- 
erage 190; is. 100 ess); present, 18,89 ree 


Albany, Times- Union, ever ev oe Establ. 
1856. Average for 1902, 25,2 @5. 24 (635 (635 


a Reuten, Even: Herald, po Eveni 
erala Co. Average for 1902, 10;891 633). 


omg Courier, morning ; Enquirer, even- 
ing .Conners. Average for 1902, morn- 
i 48,818, evening 80,4¢ 80,401 (641). 


Buffalo, Evening News. 1 Dy. av. pes. 74,284 
A Chicago. 


(641). Smith & Thom mpson, Re Rep., N. Y. & 


Cortland, Democrat, week weekly. F, C. Parsons. 
Actual average for 1902, 1912, 2,228 (647). 


onthe. feed bye Star. Av. f oo. for L , 5.088 (651). 

tthe Mtunrt, N. TY Rep. + Nassau St. 

Ith ian daily. Ith ly. Ithaca Publishing (Co. 

Ave tor 1 8,116 (658). Av. for Sept., -, 
4,500. Leth & Siuart,N. MY. Kep., 150 Nassau 

PR h, News, dy. Av. for 1902, 4.008 
ranteed by affida: wil or or personal in 


Mow en i. 
‘an Arsdale 


American Knginee: R. M. 
pub. me 1902, 8,816 ( (és). 740. iri 09, a 
American Machinist, 
we European ed. ) Av. "ia, 18.1 wTTY (OO wn (670), 
merikanische Schweizer Zeitung, w ——_ 
Pub Co. 62 Trinity pl. Av. for 1902, 18,400 671 


Automobile Magazine, monthly. , Aeneas 
Press, Average for 1902 8,7% 1902 8,750 ( 


Non. 





Robe : rs nome, my my RP. R. — ry Co., 
publishers. Ave ‘or . Aner 
age for or first siz monthe end. y 97, 1903, 4,416. 


Benziger’s Magazine, family monthly. , a 
ziger Bros. Average for 190 for imo BS ATS 


Caterer. fontaly Gest ~~. ©o, ee 


Clubs, and for year 
ending with et, 1908 1908, By B88 ¢ (are 
Geo. W. Willis 


Cheerful PS month. 
Publishing Co. —— for i902, 208,888 (687). 
ik Queen Pub. Co., Ltd. 


Clipper. weekly. 

average ‘tor 1902, ‘ee.e42 3,844 (@ ©) (673). 

Delineator, fashion-mo. 1] mo. Butterick Pub. Co., 
Ltd. . Est. 1872. 


Cire'n for'e months ending June, 1005, BT6-O8T.. 





El Comercio, mo. Spanish 
ard Clark Co. Average for hen 
Electrical Review, weekly. 
Pub. Co. Average for 1902, or Ia0e, 6,812 ( ‘oo won 


p Engineering and oofining Journal eek] 

Est. rom 1902, 10,0: 10,009, 0} (614). 
Forward iy. Forward Association. 

age for for 10h, 81 1 709 B (067). 

Frank logics te ~~ pular Mon nthly, Frank Leslie 

Publishing House. Actual av. for 1902, a 

(690). December, 1903, edition, 258,6 5&0 copies. 


Hardware, semi-monthly. Average for 1902, 
8,802 (683); first half 1908, 9,1 862, 


Morning Telegraph, daily. Daily Telegraph 
Co., pubs. Averane ie 1902, ia,ban (easy 


Music Trade Review, music trade and art week- 
ly. Aver. for 1902, 5,452 (677). 
Pharmaceutical Era, weekly, pharmacy. 
Haynes & Co., pubs., 8 Spruce = Spree Hoes (OO) (oI). 


rt. J. 
— bare 


Aver- 


Pocket List of Railroad Offic! os, Railr’ds 
& Transp. Av. ’, 17,696 aa Gv. 03, 17,992, 

Police Chronicle, weekly. Chronicle 
Pub. Co, Average for 1902, 650 019). 

Printers’ — soe A * eo for advertis- 
ers, $5.00 pe Teo. Est. 1888. 
Average tor rf 218,987 —=— 


Rei) A CQasott 4) 





ia (OO) (680 680). 


weekly. 83 Fulton street. jrock. fst, 1856. 

The Central Station, montl monthly. C, Cushing 
Jr. Av. for year ending May, 1902, 5 ies (687). 

The Iron Age, kly, eekly, extablished 1855 ( 
eB reece Seman fe 
a nery 
and metal —— worbis: 

Printers’ Ink awarded a sterling silver Sugar 
Bowl to the Iron Age, inscribed as lows : 


“ ing been the 
ps « United 
tts 


« pervee tee rpose as a medium for communica- 
«fion with a specified clase.” 


The New York 
publisher, 


. 1902 A (OG) (660). 


Adolph 8. Ochs, 

byt Magazine. Gaylord ounne ed., 
123 E, 23d St. Act. av. ending Sept., I 000 
(1088), Actual av. first eight mos.. 1903, 3 100,086. 


4 Comment, mo. Law. Av. 
A ima eo, S000 ci C5): 4 5); 4 years’ —f 80,186, 


Sehe bs A 


Average fo yy Seer” pS 
r 
month of August, 1903, 08, 18,01 


Ttiea. onal Electrical Contractor, mo. 
Average tants 1902, 2,292 (725). (723). 

Ut ly. Otto A. Meyer. blisher. 
Ri Fas" 1902, 1 618 (723). — 

ee Western New Yorker. . Levi 

A. Cass, publisher, Average f for 1902, 8,468 (7%). 


Prt Chronicle, weekly. Inglee & Tefft. 


verage for 1902, 4,182 
NORTH CAROLINA 
tan Be Ba P mos. 1508, 6.800. 
were wy months = 602. # 
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(A Roll of Honor—Continued. 





NORTH DAKOTA. 
ny = Forka, Normanden, weekly. Norman- 
den Pub. Co. Average for 192, 4,869 (744). 


Herald, gy: Fe for ‘|s550 (744). Actual aver. 


¥ Ai h Dakota’s BIGGEST 
la Coste d Maxwell, N. Y. Rep. 


OHIO. 

Akron, Beacon Journal Daily ave 1902, 
7,869 (750). Year ending Sept. 30, 1903, 8,065. 
Achtabula, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, 8,558 (782). 

Cineinnati, En ai) lirer. Established 1842. peas 
(© ©), Sunday (© Beckwith, New Yor! 

Cincinnati, Pasacanighee Magazine, mo. 
Phonog. Institute Co. Av. for 1902, 10,107 (764). 

Cincinnati, Trade Review, m’y. Highlands & 
Righlands. Av. for 1902, 2,5: 2,584 (765). 


Cincinnati, Times-Star, dy. Cincinnati Times 
Star Pub. Co. Act. aver. Jor 1902, 148,018 (761). 
Act. aver. for first six months 1903, 147,601. 

Cleveland, Current Anecdotes (Preach 
Mag.), mo. Av. yearend. r end. Sept., 1902, 11,875 1108). 

Columbus, Press, daily, 
Printing Co. Actual av. for av. 


Columbus, Sales 
publishe' 





democratic. Press 
lor 1902, 24,989 (770). 


nt. ‘Agent, monthly. E. L. Moon, 
vr. Average for U 1902, 4,958 (771). 
dai. 


Dayton, News, OB _ Publishing Co. 
Average for 1902, 16,520 (773 
n Aug- 
8s 


Laneaster, Fairfield Co. Republican. | 
ust, ’02, no issue less than s than 1,6 for 2 years 


Spomatete, Te Farm and Fit Tay Fireside, agricultural, 


semi-mon Actual average for 1902, 
811,220 ( easel average for first siz 
months, 1903, i Se 

Sprit pola, w oman’s Home Com ion, 
howsehofa mon “iciuat av yy ria a 1902, 
avera, ‘or first 

monte, 1003 ‘003 "38,106 i 


Toledo, Medical — Surgical Reporter, mo. 
Actual average 1902, 10,917 (802). 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual — 
1902, 22,178 (813). Year ee 03, eon 
Guthrie. Oklahoma State mate Oop 
Average for 1902, dy. 1 ae? mT Bee “aid. 
Year ending July 7, "03, v3 of. 8; wy. 28,11 


OREGON. 
Aste Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898 (820). 
Portland, Even Telegram, dy. San). 
Sworn cir.’03 (8 mos.), 17,828. In ’02, nee (aa). 
Portland, Pacific Miner, semi-mo. 
ending Sept., 1902, 8,808; first 8 mos. 1903, Audis. 


PENNSYLVANIA. 

Allegheny “iaeicen Toprit. me . year 

per was former- 

spouded in Pittsburg,and is paper eae fore un- 

the name of The American Home Companion. 

yoy Centre Democ: Democrat, wy. Averagefor 
1902, 8,850 (832). First six Nrat siz months 1903, 8,750. 


oe neileritie, Courier, we weekly. Actual av. for 
pow ph — { . The ** Couri er” has.a dat ily issue 





Erte, ie mee dai averace for 1902, 10.645 
(43). EZ. Katz, a t, New York. 


ene rete ae Tel 
tate Telegraph. ay. dy. No ee tor year 
yp P+ 5 "03, 9,429. 9. average Bept., "03, 10, 1. 
Philadel; {Agnertenn, Medicine. wy. Av. 
tor 108, 19,899 (0) de Monch snes, 1eeae, 





Philadelphia, Came onth} prank: a 
Chambers. bers. A r 1008, 6, 748 (871 . 


Average for 1902, for 
ty. ~~ —y, Farm Journal, monthly. Wil- 
r Atkinson Com wb pu blishers verage 


for. 1902, 528,127 ( Printers’ Ink awarded 
the seventh Sugar Bowl to are Journal with this 


= awarded June 2th, 1902, 
“ Printers’ Ink, ‘The Little 
“ Schoolmaster’ in the Art of 
por a to the Farm 
* Jow' After a canvassing 
“of merit extending over a 


ees of half a S paper. « Gry all 
ai inthe Unt i fees mare, nee 
pee “promot ong § serves its purpose 
as an ed Sd Sor the agricultu- 
“pal population, and asan effective and economt- 


g with them, 
“ through its a Rortioing columns.” 


Philadelphia, Grocery wrest, wy. 
Pub. Co. Av. for 192, 9,408 (86 
siz months 1903, 9, 780. 


a nifiaseiahte, Public 
Ochs, publisher. OC ©) (86 


wee Pais. Reformed Church Messe er, 
Arch st. Average for 1902, 8,574 (868), 


| Plladelpha, Bei hy Y ¥ Times, wont esuly 
verage for nag ogg 
Religious P Pn €88 Asso., 


1, 1903, 108,057. 
Philadelp! hia, se Evenin; 
Bulletin, d. e. 8. Average fo rise, 
sworn, 180,489 (en) copies sally, 
net paid. Average for = 
months of 1903, sworn — 
jet. ees ies’ per day, 
Bulletin’s circulati 
t saint tun bo net, ome 
‘urned a: ‘ree copies bei 
Phila —. n sta 
bo wpe ponpaper 


Teiphia aes ae an 
many thousands the 
ladel 








Grocery 
7). Average first 


vi ta daily. Adolph 


nent, 
id. 


daily into more Phila- 
vother medium. It has by 
rgest city circulation in 


IN PHILADELPHIA NEARLY EVERYBODY 
READS THE BULLETIN. 


Pittabu 


, Chronicle-Telegra 
67,842 (875). 


Sworn statem statem 


Pittaburg, Gazette, dy a d’y and Sun. Aver. d’y 
1902, 60, (876), Sworn hoorn statem’t on application. 


Pittsburg, Times, daily. daily. Wm. H. Seif, pres. 
Average for 1902, 59,571 (876). Average first siz 
months 1903, 64,871. 


Scranton, Times, every evenin 
Lynett. Average for 1902, 19,917 ( 


Washington, Reporter, daily. John L. Stew- 
art, gen. — ‘average for 1902, 5,857 (889). 


West Chester, Local N ews. daily. - &, 
Hodgson. Average for 1902, for 1902, 15,086 a0,” 


York, Dispatch, daily. D h tm! 
Co. Average for } 1902, Vise ds. Average 
May, 1903, 8,872. 


RHODE ISLAND. 


rovidence, Daily Journal, 15,975 pit. (89%), 
Pa: +. 18,981, < ©). Evening 83, 
581, average 1902. vidence Journal Co.. pubs 


SOUTH CAROLINA. 
Anderson, People’s Advocate, weekly.» Sah, P. 
Browne. Aver. 1902, no issue less than ! 899). 


eT a 
ve or av 
the he first } Sve months of 1903, 6. copies. 


SOUTH DAKOTA. 


- Aver., 
aa 


mae. J. 
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AoA ENN A 
TENNESSEE. WEST Le ne mat el 
Chattanooga, Southern Fruit Grower, mo. Kingwood, Preston Co. Jow 8. 
— Tes - 11,204 (920). Rate, 9 cents | Whetsell. Av. for 1902 1 N2 1,507, py 351, vis: 
per line. Sor September, 1903, 15,156. 


Gallatin, Semi- Pi a News. In 192 no iseue 
less than 1,850 (923). First 6 mos. 1903, 1,425, 


Knoxville, Sentinel, dail Average 1902, 
z 7o1 (925). Average Satenber, 1903,10,011. 


Memphis, Commercial Appeal, on. Sunday 
and week! avecons ery aily 2 506, Sun 
day $4,910, weekly 74,818 (927). iret 9 mos. 
1903, dy. 28,445, Sy. te wy. 76,928. 


Nashville ir as Av. for year ending 
Feb., 1903. 16,0 i, for June, 1908, 19, 
556. Only Nasheed’ y eligible to Roll of Honor. 

Nashville, Christian Advocate, w’y. Bigham 
& Smith. Average for 1902, 14,241 im), a 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944). 
Denton. Denton Co. Record and Chronicle, 
wy. W.C. Edwards. Av. for 1902, 2,744 (945). 


El Paso, Herald. daily. Average for 1902. 
8,245 (946). EH. Katz, Special Agent, New York. 





La Porte, Chronicle, week! aT. G. L3 Segpte, 
publisher. Average for 1902, 1, 


Paris, Advocate, dy. W.N. Furey, pub. /902 
no issue less than 1,150 (959) ; May, 908, 1,257. 


¢ 
Ogden, Standard. Wm. G 
for 1902, pdaily 4,028, semi Sri $081 


VERMONT. 


Barre, Tinen, Ont F. E. Langley. Aner. 1902, 
2,854 (974). a: months 1903 2,5: 


VIRGINIA. 
Nerfolk, Dispatch, daily. Pat) § average for 
1902, 5,098 (985). Aug., 1903, 


WASHINGTON. 
Spokane, Saturday §; +4 won: Frank 


(in). 


e. Average for Ys r 1902, 5,88 
Tacoma, Lg! News, ews, dy. A Av. 02, adi (1000). 
Av. 9 mos. 1903, 14,080. rday issue 18,008. 


a, Ledger. " 108, 20 508s Sy. ae 

are aie, Laie mt 15. S00)" 8.500. 
tr: Ue x. wm, ey ° 

SO-Beckwith: 7 rep., Tribune Bldg @ Chicago. 





gg Sentinel, di Sot. R. G. Hornor, 
pub. Ave ‘or 1902, 2,804 ( 5 


Wheeling, News, d’y and | 7. ws Pu’ 
Av>rage for 1902, d’y $8,026, S’y s'ses —_ 


WISCONSIN. 


Fiodtesn, Ameria, bya 9 Amerika Pub- 
lishing Co. Average for 1902, 1902, 9,496 (1026). 





Milwaukee, Fvening Wisconsin, dail: Evg. 
Wiscunsin Co. Av. for 1902, 20,748 6) os), 
Milwaukee, Journal, daily. Journal So. 
Av. end. Feb., 1908, 29,425 (1029) Sept., 8 racy 
Oshkosh, Northwestern. daily. Av. for 1902, 
5,902 (1036). First 4mos 1903, 6,270. 
Raeine, Journil, dai'y. Journal Printing Co. 
Average six months to Tuly 1, 1903, 8,706, 


Wisconsin Agricuiturist, w’y. Av. for 1902, 
27,515 (1039). Foryr. edg. July 3/, 1903, 80,200. 
Waupaca, Po 


weekly. Post Pub’ Co. 
Average for 1902, 2,588 (1044). — 


BRITISH COLUMBIA. 
Vancouver, Province, daily. C. Nichol, 
publisher. Average for! 1902. vost (1051). 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1 


051). 
MANITOBA, CAN. 


Winnipeg, Der Nordwesten, German week! 
Average for 1902, 8,161. 1st sat 9" mos., 1903, 9,1 
Free Press, dail daily and week 
for 1902, daily 15,841, weekly 16, 
(1084). Daily, first nine ae 1908, 19,504. 


NOVA SOortA. ¢ CAR. 
Halifax, Herald, Evenin; 3: 
Combined average for 1902, 2st oo 
ONTARIO, CAN. 
Toronto, Canadian Implement and Vehicle 
ca monthly. Average for 1902, 5,250 (1087). 


Toronto, Star, daily. ny i 1902, 14,- 
161 (1084).' Nine months 1903, 7 


QUEBEC, CAN. 
Montreal, La Presse. Soetie Be 


lisher. Actual av ee 
Average to Sept. ist, 1908, 75, rE,ot8 


Av- 
674 


. inily 70,400. 


Montreal, Star. dy. & wy. raham &Co. Av. 
for 02, dy. 55,079, wy. 121. Ans aoss). Siz mos. 
end. May 3/, '03, dy. av. 65,147, wy. 122,157. 


3 No Amount of Money can buy 





B@ a place in this list 





B® for a paper 


not having 





@@ the requisite qualification. 
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A JOURY AL FOR ADVERTISERS. 
Issued every Wednesday. Ten cents a 
4 Subscription price, five dollars a a year, in 
vance. Six dollars a hundred. back 
ted from plates, it is always pos- 
oie to ane one a new edition of five hundred — 
ies for *. or alarger number at the same rate. 
(em rs des! to subscribe for PRINT- 
ERS’ i for the © benefit of advg. 
ee. obtain special confi 
er if pow peseee who has not paid for it is re- 
ce K it is because some one has 
subscribed in his fh nn Every paper is stopped 
at the expiration of the time paid 


Cuar.es J. ZincG, 
Business Manager and Managing Editor. 





OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill, E.C. 


NEW YORK, NOV. 4, 1903. 














ADVERTISING is becoming a sci- 
ence with such rapid strides that 
many are apt to view it in its nar- 
row sense. It should be viewed 
in its entirety, not as something 
eutirely distinct from the mercan- 
tile side of a business. Properly 
speaking, advertising enters into 
every movement of any person 
connected with a business house. 

OK * ok 


In the truly successful business 
all must advertise the progressive- 
ness of the concern in his or her 
individual way. In addition the 
leading spirit must be an adver- 
tising enthusiast. This does not 
mean that he must know all the 
fine points of advertising. He 
does not necessarily have to com- 
mit all the technical expressions, 
or become familiar with all the 
mechanical details. It is not es- 
sential that he be able to write 
good “copy.” All that he can 
leave to the man in charge of his 
advertising department. 

x * * 

The moving spirit of a business 
house must, however, be a man 
in whom the true advertising in- 
tuition is present. Not the mere 
writing of words on paper, but 
the ability to see ways for calling 
attention to the firm’s progressive- 
ness and reliability in each and 
every action that is taken. He 
must lead his employees into ad- 
vertising the up-to-date methods 
of their house both in and out of 
business hours. It is only when 
employers and all the employees 
of a business house work togeth- 
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er in creating a favorable impres- 
sion that the full value of adver- 
tising is obtained. 

At times on entering a town 
the first thing to greet the eye of 
a stranger is a well appearing fac- 
tory building. He does not have 
to ask whose it is or what they 
make. A prominently displayed 
sign gives the information. A 
prominent and suitable location 
shows the judgment of the com- 
pany. Freshly trimmed grass 
plots, painted fences, the absence 
of broken windows and many sim- 
ilar things show their prosperity 
and progressiveness. 

Conversation cannot be carried 
on with any of the townspeople 
for ten minutes without hearing 
the factory mentioned. The towns- 
people are proud of the factory. 
It improves the town and helps the 
people. ‘Their kind words are the 
best of advertising. 

* * * 


If the stranger stay for any 
length of time in the town and it 
be in the summer time he will 
probably attend band _ concerts 
given by the factory band—a 
really talented band which gives 
band concerts in their own and 
nearby towns. They carry the 
name of the factory with them, 
and arouse a kindly feeling toward 
the company which makes a good 
band concert possible. So the fac- 
tory has the population of their 
section of the State unconsciously 
pulling for them, which is pro- 
lific of untold good. Another 
thing, every individual within 
touch of the factory always uses 
their brand when in need of any- 
thing in their line. 

During the summer months the 
factory will have a baseball team 
made up of the best baseball talent 
in the country—a collection of col- 
lege stars, secured by giving them 
a position at good wages during 
the summer months. The team 
bears the firm name. It is entered 
in a semi-professional league and 
plays a good game. The results 
of the games are published in the 
daily papers of the nearby large 
cities. Publicity is obtained. An 
interest in the factory. and its 
product is created among an ele- 
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ment which perhaps could not be 
reached otherwise. Contrast this 
factory with one of the other sort. 
A stranger may enter the town. 
He may stay for weeks and never 
notice it. He may see the build- 
ing and never know whose it is 
or what they make. He does not 
care to know. Nothing attracts 
his attention as he passes by. The 
grounds are not made attractive, 
windows are broken, no sign is 
displayed. It’s just a dismal fac~ 
tory building. It is gloomy as 
seen from the outside and must be 
equally so on the inside. The 
employees must regard it as a 
prison. It seems that it would be 
a good investment to have a 
cheery looking factory for the 
reason alone that better service 
could be obtained from the em- 
ployees. The two factories may 
each issue the best of printed ad- 
vertising matter. Their magazine 
advertising may be out of the or- 
dinary—one equally as good as 
the other. The company with the 
unattractive factory building may 
do a large business. Still it does 
not do the amount it would if 
everything and everybody con- 
nected with the business were a 
veritable advertisement. 





PuBLISHER James Keely, of the 
Chicago Tribune, is completing a 
somewhat belated vacation in the 
Maine woods. 


Mr. CHartes E. BALDWIN, room 
46, Graham Building, 127 Duane 
street, has assumed the manage- 
ment of the Boot and Shoe Re- 
corder’s New York office. 


AFTER six months with the new 
Bentz Advertising Co., 3 West 
Twenty-ninth street, William C. 
Freeman has returned to his old 
place as advertising manager of 
the New York American and 
Journal. 


A coop advertising man is never 
narrow between the eyes—stingy. 
He is liberal in all things, willing 
to help others, explains things, and 
finds his greatest happiness in the 
success of others—especially his 
customers. He is never a bilious 
man. 
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MISLEADING advertising helps 
your competitor—unless he makes 
a big noise over it and gets chesty 
about his great honesty in com- 
parison to you. 


THE ad that includes only a de- 
scription of goods is a bad ad. 
Everything that is for sale has a 
human interest—except stocks and 
bonds. The personal feature, the 
consumer, is just as much a prob- 
lem as the goods themselves— 
often the biggest problem. 


Mr. C. W. Post now advertises 
Postum Cereal and Grape Nuts in 
the Harper publications, notwith- 
standing the fact that the Harper 
publications continue to live up to 
their old-time theory that the 
number of copies they print is no- 
body’s business but their own. 





ADVERTISING is the most fasci- 
nating, far-reaching, interesting 
factor in business, because it af- 
fects every material need and re- 
quirement of mankind. Its di- 
versity includes all the physical 
necessities of the human race, with 
luxuries and pleasures thrown in 
for good measure. 


THE man who refuses to feature 
an advantage of his own for fear 
that his competitor may obtain 
some benefit from the announce- 
ment will never succeed as an ad- 
vertiser. Good advertising helps 
the firm using it and frequently 
benefits the business of other 
firms in the same line. 


THE Petit Journal, a daily news- 
paper published in Paris, claims a 
circulation of one million copies, 
it is said. The Imperial Review, 
a newspaper published for the pe- 
rusal of the Austrian Emperor, 
has an edition of only three copies, 
which is said to be the smallest 
circulation in the world. 





THE Rochester eae 
Schools, Rochester, N. Y., will do 
considerable advertising this win- 
ter, placing an appropriation in 
daily papers through the Lyman 

Morse Agency, New York. 
Magazine advertising for the same 
institution is also being placed by 
the Wheaton-Grannis agency, 
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THE doctrine of cheapness has 
been exploded. Not “how cheap,” 
but “how good,” has the centre of 
the stage. The public has learned 
to place a higher estimate on 
goods than price. 


Aucust LEon HInscu, editor- 
in-chief of the St. Paul Volkszei- 
tung and well known throughout 
the country as a German journal- 
ist, died in St. Paul October 14. 
Mr. Hinsch was born in Germany 
and came to America thirty years 
ago. He had been connected with 
the Volkszeitung twenty-five years, 
and was sixty-four years old. 

Tue Baltimore News, being 
practically the only afternoon pa+ 
per in a distinctively afternoon pa- 
per city, covers a field which three 
morning papers divide. The News 
publishes but one edition a day, 
which is delivered into practically 
ali the homes of the purchasing 
classes. Baltimore and its leading 
newspaper, the Baltimore News, 
should prove keenly interesting to 
every progressive advertiser.—M. 
Lee Starke. 


GreorcE H. Munroe, editorial 
writer on the Boston Herald and a 
working journalist for more than 
half a century, died October 15, 
aged seventy-six. At one time in 
his career he was famous for his 
“Templeton” correspondence in 
the Hartford Courant. He was 
also correspondent of the New 
York Tribune, editor-in-chief of 
the Boston Saturday Evening Ga- 
zette, and had dealt with political 
subjects on the Herald for many 
years. 





Dr. L. E. CLaypon was recently 
refused membership in the Good- 
hue County (Minn.) Medical As- 
sociation because he held to his 
belief in newspaper publicity for 
the practising physician. News- 
papers in that section of the coun- 
try have been glad to publish 
news accounts of operations per- 
formed by the doctor, and these 
have brought him a fine practice. 
This action also debars the appli- 
cant from membership in the 
State Medical Association, and it 
will probably be contested. 
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Success sprouts from the seed of 
good advertising. 


Tue ad that arouses curiosity is 
usually a good ad. 


E. C. Vick, Advertising Manager 
of Wilshire’s ‘Magazine, New York, 
has resigned. It is said that Wil. 
shire’s was the first Socialist publi- 
cation able to secure advertising. 





THE November issue of the Ladies’ 
Home Journal completes that maga- 
zine’s twentieth year. The event is 
celebrated quietly so far as “recollec- 
tions” or pictures of the plant are con- 
cerned, it being stated merely that the 
first number appeared in December, 
1883, and consisted of eight pages. 
The twentieth anniversary number has 
seventy-two pages, which is the largest 
single number ever issued. It con- 
tains 120 columns of advertising, which 
also breaks tradition. 





THE Hoboken, N, J., Observer sends 
out a mailing card assuring a guaran- 
teed daily circulation of 22,000 copies. 
The Odserver says of itself that it isa 
bright, snappy home paper with an in- 
creasing circulation. This assertion 
would appear as a straightforward one. 
The detailed circulation statements 
which the Odserver has made to the 
American Newspaper Directory year 
after year show a steady growth. The 
rating in the 1903 issue of that book 
credits the Observer with 18,097 aver- 
age issue for the year ending June, 
1902. Papers of the Odserver’s quali- 
ty should join the Roll of Honor. 





THE Register-Gaszette, Rockford, IIl., 
sends out a fac-simile letter from As- 
sistant Postmaster-General Madden, 
showing that that paper mailed 8,759 
pounds of papers during the six 
months from January to June. All 
newspaper mail sent from that post- 
office in the same period comprised 
14,533 pounds, so that fully sixty per 
cent was mailed by the Register-Gaz- 
ette. This includes its daily and semi- 
weekly edition, and is exclusive of 
papers sent to adjacent towns by ex 
press. The Register-Gazette is the 
only paper in Rockford that appears 
in the Roll of Honor, and the only 
publication in that city entitled so to 
appear, with the exception of the 
Rockford morning and semi-weekly 
Star, 











Tue Paul E. Derrick Advertis- 
ing Agency, Tribune Building, 
New York, is conducting a finan- 
cial advertising campaign for the 
Chicago Security and Trust Com- 
pany, Chicago. 

Cuicaco is to have a new 
monthly, the Wright Magazine, 
published by the Dietrich-Sawyer 
Co., 153 La Salle street, that city. 
The publishers announce that 
“from a literary point of view it 
will be without a superior among 
the magazines of to-day,” while 
“from the advertisers’ standpoint 
it will have no equal.” 


AN electric sign containing ten 
incandescent lamps can be used in 
New York City two hours daily 
at a monthly cost of only $2.25, 
according to. the New York Edi- 
son Company’s Bulletin. Four 
hours per day cost $3.75 a month. 
A twenty-lamp sign five hours 
daily costs $8.65 monthly, and the 
cost of a fifty-lamp sign for the 
same period is $21.50. The ten- 
lamp sign costs seven and a half 
cents per day, and need be seen by 
only eight persons to reduce its 
cost to the price of a postal card 
without printing. But there are 
locations in New York where such 
an advertisement may be seen by 
from 250,000 to 500,000 persons 
daily, for it is as active in day- 
light as after dusk. 


Tue Galveston, Texas, News 
has a “banner newsboy” who 
made $20 in one day selling cop- 
ies of that paper. The News is- 
sues an annual “commercial edi- 
tion” on the first day of every 
September, and this special is lib- 
erally advertised beforehand. 
Brantley Harris, the ten-year-old 
prize newsboy, worked in advance 
taking orders, and disposed of 
1,000 papers to 272 persons. Brant- 
ley has been selling papers for 
about two years. With the first 
$20 he saved he purchased a horse. 
He sold the horse for $30. To 
this he added $15 and purchased a 
Jersey cow. The cow had a calf. 
He sells milk enough from one 
cow to pay for the feed of two 
cows. He considers his two cows 
worth $90. 
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In this day and age, the adver- 
er who has no conscience will get 
but little business. 


ANYTHING that produces favor- 
able talk about a firm or its goods 
is good advertising. 


THEORY is not bad, particularly 
if it appea! to one’s interest or 
sympathy, but practice is better, in 
all kinds of business. One may 
plan all-sorts of enterprises, but 
the successful business man is he 
who puts these plans into execu- 
tion. 


ALL good advertising is educa- 
tional. It is unfortunate that 
there is not more good advertis- 
ing. Men who read ponder over 
what they read. If one’s adver- 
tisement may not attract the read- 
er to his place of business, it may 
take him to another. This applies 
generally, so that oftentimes one 
will gain trade through the adver- 
tisement of a competitor. Thus 
\ hat one may lose to his competi- 
tor through his own advertisement 
will be restored to him through 
the efforts of his competitor to 
gain trade. The leading thought 
of it all? though, is that in all cases 
the work of educating the people 
into buying goes on_ steadily 
through advertising. 


OnE persistent method of ad- 
vertising Ivory Soap is that of 
supplying to weavers of woollen 
goods small slips bearing direc- 
tions for washing. The following 
is packed with hose: “Turn the 
s.ockings inside out, wash in 
warm (not hot) water in which 
part of a cake of Ivory Soap cut 
into shavings has been dissolved; 
rinse in water of the same tem- 
perature, wring without twisting, 
stretch into shape and dry in the 
shade.” These little slips are used 
by manufacturers, it is said, be- 
cause Ivory Soap gives good re 
sults when employed according to 
directions, and the favorable im- 
pression given by woollen goods 
when so cleansed redounds to the 
credit of the manufacturer. The 
total number of slips circulated 
through this means in a year must 
run far into the millions. 
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_ Goon advertising always makes 
interesting reading. 





THE managers of political cam- 
paigns have at last awakened to the 
modern requirements of advertising, 
and for the first time in the history of 
New York’s politics, art posters have 
been used whereby to touch the secret 
chord of sympathy in the public and 
make it respond, by devious ways per- 
haps, to the real issue beneath. 

This is a distinct departure from 
the nearest approach heretofore made 
to the designer’s brush, and the Citi- 
zens’ Union Publicity Bureau is to 
be congratulated. Now that the ice 
has been broken, we may venture to 

redict that before many years the 
cross-street banner, with its carica- 
tures of candidates, will be relegated 
to the advertiser’s back-yard, along 
with many other remains of unartistic 
and unscientific advertising so dear to 
the heart of the campaign promoter. 

The posters, which may be seen 
throughout the city, but notably in the 
Citizens’ Union meeting rooms in the 
Decker Building on Union Square 
West, are in one, two, three, four 
sheet and larger size, and were 

lanned, designed and executed by 

r. Charles R. Lamb and Mr. Fred- 
erick Lamb, of the firm of J. & R. 
Lamb, well known through the coun- 
try as producers of decorations for 
interiors. 

Besides those intended for windows 
and billboards, a number of heroic 

ters have heen made to be placed 
in Carnegie Hall and other public 
speaking places, where the Citizens’ 
Union daily gather the multitude to 
hear campaign speeches. 

There is no question but that the 
art poster will have a tremendous in- 
fluence in a campaign of this or any 
other kind. How to win votes (dif- 
fering but little in principle from 
* how to sell goods’’) is a problem to 
which the giant political leaders— 
amongst them men gifted with vast 
business and managerial ability—have 
year after year wholly given their 
time and brains. 

Here is a field for the advertising 
man which until this year has been 
little exploited. In the past, most 

litical advertising, no matter what 
its form, has been sadly lacking in the 
plans which make it a complete and 
rounded work, being most: often of a 
haphazard nature. 
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ADVERTISING antedates business. 


_ Every business house maintain- 
ing a number of salesmen on the 
road has in this organization the 
possibilities of an important aid 
to the advertising manager. Too 
often these possibilities are not 
realized. No effort is made to 
utilize the expert knowledge which 
a good traveling man has of his 
particular field. The valuable in- 
formation which he gains in mak- - 
ing his daily rounds is allowed to 
remain in his individual posses- 
sion, whereas it should be turned 
in as part of the assets of the 
house. It costs a great deal of 
money to “travel men,” as the say- 
ing is, and the employer is entitled 
to get out of the investment every 
cent there is in it. The main ob- 
ject of a salesman is, of course, to 
sell goods, but the information he 
picks up in the course of visiting 
different towns and talking with 
various dealers has a_ practical 
value. It is a sort of by-product 
of keeping men on the road, and 
the spirit of the age in the busi- 
ness world is to find a use for all 
by-products and turn them to the 
greatest possible account. 

How can a business concern 
best utilize the information that 
its traveling men are continually 
picking up? Any wide-awake man 
on the road will include in his reg- 
ular letters to his house any hints 
that he thinks may be useful. Un- 
less he is encouraged to do so, 
however, he will not feel inclined 
to cover the different matters as 
fully as it is desirable he should 
do. He naturally does not feel 
disposed to tell the people in the 
home office their business. This 
especially applies to a matter so 
foreign to his own particular 
work as the advertising policy of 
the house. It is a good idea to 
furnish the traveling salesmen 
with printed slips to be filled out 
and returned from every town vis- 
ited. For convenience sake these 
forms may be a part of the regular 
reports which every’ salesman 
makes in regard to the amount of 
sales, dealers visited, etc.—Judic- 
ious Advertising. 
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A WESTERN correspondent of 
the Little Schoolmaster writes the 
following about the novel circula- 
tion scheme of the Butte, Mont., 
Inter Mountain, a member of the 
Roll of Honor: 

When you go to the World’s Fair 
next year keep your eyes open for the 
Montana girl. he is going to be there 
in force—3o0 of her, count her, 30— 
and she is going to form one of the most 
interesting features of the fair. 

The maid from Montana is one of 
the notable products of the Great West. 
She is acquiring fame rapidly. For 
instance, to that charming play. “The 
Stubbornness of Geraldine,” so popular 
last season, she contributed considerable 
brilliant color. Then she figured in the 
many-editioned novel, “The Spenders,” 
and more recently as “Mariie of the 
Lower Ranch” she again secured liter- 
ary prominence. Now the Butte Inter 
Mountain is going to send her to the 
World’s Fair; not a single one of her, 
but a composite Montana girl, made up 
of 30 from as many different parts of 
the State of Montana—and that’s a 
State which is about 600 miles long by 
400 miles broad. 

Lots of newspapers have sent one or 
two persons on some sort of an excur- 
sion. That is getting rather tame, but 
the Inter Mountain carries the free trip 
scheme to its ultimate conclusion and 
proposes to send 30, or, to be accurate, 
31 exactly—30 girls and one chaperon. 
The suggestion comes involuntarily that 
the chaperon will have gray hairs in her 
head wee she gets back, if she hasn’t 
them when she starts. How would you 
like to be the chaperon? 4 

The Inter Mountain’s scheme is real- 
ly one of the cleverest circulation build- 
ers ever proposed. It has literally set 
the State of Montana wild and it prom- 
ises to land that hustling and thoroughly 
un-to-date afternoon newspaper far in 
the lead in Montana if not in North- 
western journalism. : 

There are 26 counties in Montana. 
The Inter Mountain has inaugurated 
a coupon voting contest in each one of 
these. On the vote in Silver Bow Coun- 
ty (Butte), three representative girls 
will be chosen; in Deer Lodge County 
(Anaconda) two and in Missoula County 
two will be elected. Each of the other 
23 counties will select one represen- 
tative. Every coupon an from the 
paper must be voted within seven days 
or it does not count. Special coupons, 
counting a graded number of votes, are 
given for money collected on past-due 
subscription accounts as well as for new, 
subscriptions. Therein lies the beauty 
of the scheme. The Inter Mountain has 
every energetic and ambitious girl in the 
State, together with her friends, out 
working tooth and toenail as collectors 
and solicitors. 

The contest is to run 90 days. Then, 
on a date yet-to be selected, the g° 
girls will be brought to Butte as the 
guests of the Inter Mountain. There 
the chaperon will be selected. When 
that is done special Pullman sleepers, 
with a special dining car attached. 
will be in waiting and the party will 
start away on a two weeks’ trip to the 
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fair. During the entire journey the 
Inter Mountain will pay all expenses, 
fares, sleepers, meals, hotel bills, street 
car fares and admissions. 

The girls are to be called county maids 
of honor, my as they do their 
counties. Of course this is a distinc- 
tion. As a result the daughters of some 
of the best and oldest families in the 
State, heiresses to great fortunes and 
the society belles of every city and town 
in Montana, are among the contestants. 


Tue New York Morning Tele- 
graph will publish on Sunday, De- 
cember 20, its annual holiday num- 
ber, and the publishers promise it 
to be the most complete as well as 
the handsomest newspaper ever is- 
sued in New York. Besides the 
usual news and feature sections 
it will consist of three supplements 
printed in two colors. A circula- 
tion of 100,000 copies is to be guar- 
anteed for this issue. The cover 
will be designed by the well- 
known artist, Mr. Otto H. Bacher. 








THE first issue of the Associated 
Sunday Magazines, to appear De- 
cember 6, will contain the follow- 
ing features: A cover picture, 
“Christmas in the Balkans,” by 
Seymour M. Stone; “The Heart 
of It All,” a story of the Balkans, 
by Allen Sangree; a short story 
by Jack London; a caricature of 
“Uncle Joe” Cannon, by Hy 
Mayer; a double-page picture of 
the Conried production of “Parsi- 
fal,” with a critical article by 
James Huneker, musical critic of 
the Sun; “Lies by Mac,” the first 
of a series by a new humorist; 
“Senator Spooner’s Daughter,” a 
short story, by Walter Wellman; 
“A Dash for the Pole,” a funny 
bear picture, by Frank Verbeck; 
“A Ballad of the Klondike,” by 
H. V. Sutherland; pictures by A. 
Weil, Sigurd Schou, B. Cory Kil- 
vert, Ihlefeld, Victor Perrard, Al- 
phonse and Gabrielle Chanteau, 
George Elmer Brown. The editors 
s‘ te that they have endeavored to 
make this publication absolutely 
unique. It is to be different from 
anything yet published in the 
United States, a combination of 
the rich artistic execution of the 
Paris Figaro, the bold, broad hu- 
mor of the German Simplicissi- 
mus, with a certain constant ap- 
peal to human interest. 
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THe American Advertising 
Agents’ Association (incorporat- 
ed) are about to issue what is to 
be called the “Bull’s-Eye List” of 
papers that adhere to rates and 
charge every man the same for a 
specified service as is demanded 
of every other person. The secre- 
tary of the Agents’ Association, 
Mr. J. W. Barber, already has the 
names of no less than three sepa- 
rate publications that are entitled 
to a place on the list. 


THe Kansas City Journal is 
publishing a series of * “Sunday ad- 
vertising sermons,” occupying a 
double-column display, preached 
from texts taken from PRINTERS’ 
INK and other sources. These 
deal with general advertising top- 
ics and the Journal’s facilities for 
covering Kansas City and its en- 
virons. The sermons are also sent 
out in the shape of folders. Spe- 
cial attention is given to the pa- 
per’s influence with people out of 
town. A ranchman from the Pan- 
handle of Texas walked into a 
Kansas City store the other day 
and pulled from his pocket an ad- 
vertisement of that establishment 
which he had clipped from the 
Journal six months previous. It 
was worn and yellow with age, 
but he was supplied with the 
goods advertised. 
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PREACHING is not good adver- 
tising. Don’t argue too much. 
Don’t try to prove everything you 
say. It creates suspicion. Talk 
what you believe, and just as 
though you believe everybody else 
will believe. 


TuHE striking covers that now 
distinguish Everybody's Magazine 
are not drawn, but made up of 
real objects, which are _ photo- 
graphed by the three-color pro- 
cess. “Still life’ covers is the 
name given them, and they are 
composed by Ray Brown. The 
September cover was made up of 
golf clubs, golf balls and Scotch 
tartan, the lettering being cut out 
of white paper and affixed with 
tiny pins after the desired effect 
had been secured. The whole com- 
position is framed after reproduc- 
tion and kept on view at the edi- 
torial office of the magazine. The 
October cover was a study in bur- 
lap and autumn leaves, while the 
November issue is a treatment of 
corn ears, which could only be 
obtained after a trip to Connecti- 
cut. The ads on the back cover 
are composed in the same man- 
ner, and are fully as interesting as 
the covers themselves. That for 
Postum Cereal in October was 
unique in composition and even 
more so in advertising value. 
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“AINSLEE’S MAGAZINE.” 


232-238 William Street, 
New York, Oct.’ 22, 1903. 
Editor of Printers’ INK: 

The article in Printers’ INK, dated 
October 21, 1903, ‘‘Some Magazine Sta- 
tistics,” may be correct in nine in- 
stances, but we certainly take exception 
to the tenth and last publication men- 
tioned. We refer especially to the cir- 
culation of Ainslee’s. 

You may not be aware of it, but the 
fact remains, nevertheless, that our 
books are open to the inspection of ad- 
vertisers and advertising agents to ver- 
ify our circulation statement. The cir- 
culation for September was 185,490, Oc- 
tober 206,418, and November (out on 
sale October 15) 225,130 circulation. 
December will have near to 275,000 cir- 
culation. It really seems absurd to 
quote the circulation C—exceeding 20,- 
ooo—and further along in the article 
state 240,000 total for the year, when, 
in fact, we have more for one issue 
than he gives us credit for in the whole 
year. Every advertiser who has hon- 
ored us with a contract will verify our 
statement as to the circulation and the 
pulling quality. 

To clinch the statement, we sent to 
advertising agents some time ago a pad 
of slips to incorporate with their order. 
It read as follows: 

STICK THIS ON YOUR 
*“* AINSLEE’S ” 
YSURE 


In accepting this order, 
the publishers of Ainslee’s 
Magazine guarantee 185- 
000, or more, circulation, 
and will -show satisfactory 
proof to a _ representative 
of this agency upon re- 
quest. 

AINSLEE’s MAGAZINE. 

We stand ready to increase the circu- 
lation statement of the slips for the com- 
ing month, December. We will back 
our statement of over 250,000 circula- 
tion or no- pay for December. 

This communication is sent you in the 
kindest spirit, knowing that the figures 
given by your contributor is simply ig- 
norance off the true state of affairs, and 
in justice to Ainslee’s we trust that you 
will make proper correction. 

Yours truly, 
C. C. VERNAM. 


In the 1903 issue of the Amer- 
ican Newspaper Directory Ains- 
lee’s Magazine is rated C, exceed- 
ing 20,000 copies, and on that basis 
the figures were computed. It ap- 
pears that the publishers of Ains- 
lee’s have never furnished the Di- 
rectory editor any statement of cir- 
culation which would enable him to 
give that magazine a figure rating. 
Printers’ INK casts no doubts 
upon the claims of Messrs. Street 
& Smith, who probably do that 
themselves, in the minds of adver- 
tisers, by disregarding the privi- 


PRINTERS’ INK. 





33 


leges accorded to all publishers to 
ave the facts about their circula- 
tion plainly printed in the Direc- 
tory in Arabic figures. Ainslee’s 
Magazine woulu appear to have 
finally grown to a point where it 
would be wise to make its actual 
issue known in the 1904 edition of 
the American Newspaper Direc- 
tory. To do this costs nothing be- 
yond the trouble of sending a true 
statement, signed and dated: 

Honesty and good reputation 
are certainly valuable assets, but 
are mighty bad talking points in 
advertising. 


Mr. Mepitt McCormick, assist- 
ant publisher of the Chicago Tri- 
bune, directs attention to an arti- 
cle in Printers’ INK for October 
21, wherein the Chicago Record- 
Herald is given credit for being 
the first metropolitan newspaper 
to conduct a department of daily 
agricultural news. Mr. McCor- 
mick says: 

It happens that the daily department 
of agricultural news started in the 
Record-Herald and Tribune on the same 
day, because the advance notice pub- 
lished in the Tribune first edition ad- 
vised its competitors of its plans. What 
you say of the Record-Herald depart- 
ment is true of the Tribune’s. In ad- 
dition it can be said that the best agri- 
cultural editor in the Middle West is 
employed to conduct the Tribune’s de- 
partment. 


THE 


++ 


LITTLE SCHOOLMASTER’S 
CARTOONS OF SPECIALS. 
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THE PRELIMINARY TRAINING OF 
AN ADVERTISER. 


An address delivered by Mr. C. W. Post, 
chairman of the Postum Cereal Co., 
Ltd., Battle Creek, Mich., before the 
Sphinx Club on October 14, 1903. 


“Does a successful advertiser inherit 
his talents or acquire them?” is a ques- 
tion frequently asked. 

_From a_ particularly advantageous 
viewpoint I have observed some speci- 
mens of the genus, and if you will join 
with me in a careful analysis, perhaps it 
may be discovered why he appears to be 
a composite product of inherited genius 
and acquired talent. The definition of 
an advertiser is “One who makes known 
to the public the value and merit of his 
roducts, wares or personal ability.” 
here is not a single exception to the 
rule that every successful doctor, law- 
yer, preacher, statesman, author, actor, 
merchant or manufacturer “makes 
known to the public,” in some manner, 
the merit of his wares. For the suc- 
cessful man only becomes successful 
after the public has been made acquaint- 
ed with him and the value of what he 
advocates or represents, and sets the seal 
of its approval thereon. A_ successful 
lawyer advertises to the public his abil- 
4 to win cases by the actual winning 
of them. He subconsciously says to him- 
self: “I can only earn a prominent 
position at the bar, which means honor, 
fame and money, by letting the people 
know that I can accomplish results.” 
The successful doctor will explain that 
his code of ethics does not permit him 
to advertise, yet there never was a suc- 
cessful doctor who did not advertise his 
skill in some manner. He very proper- 
ly avoids the effrontery and disgustin 
egotism of the cheap, illiterate pretend- 
er, who cannot in reality accomplish re- 
sults, but who blares forth his claims 
through the public press or on the bill- 
boards. But the successful doctor has 
his own manner of advertising. He se- 
cures a suite of offices in a prominent 
building or on a popular corner where 
the public can easily see his modest sign. 
These offices are furnished in good taste, 
made attractive and comfortable, to fa- 
vorably impress the public. Then he 
seeks earnestly to ee gg results, to 
restore health in difficult, obscure and 
intricate cases. For what reason? Pri- 
marily, let us admit that the high-grade 
physician loves the winning from a clean 
professional instinct; nevertheless, he 
cannot attain success before the public 
unless he makes his merit known to that 
public. He is an advertiser exercising 
the right to select the form of media 
best suited to his profession. So with 
the successful preacher. 

Henry Ward Beecher once wiped his 
forehead as he stepped into the pulpit 
and announced, “It is as hot as hell to- 
day.” No one accused him of a desire 
to work off a little swear motive. He 
did such things for a purpose, not gross- 
ly to advertise himself in a rude way, 
but to attract the attention of his audi- 
ence and the public at large to himself 
and to the principles he advocated. If 
he could not do this the crowd would 
attend some other church, and he occupy 
the position of a poor little preacher, 
unknown and unsought, simply because 
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he did not understand the art of adver- 
tising. Please do nct gather from this 
that professional men are rude, blatant 
and obnoxious advertisers. They would 
not be successful if they joined that 
class. On the other hand, they would 
not be successful if they did not employ 
the kind of skillful advertising best fitted 
to their needs. Prominence, before the 
public, of the man, his ideas and the 
principles which he advocates, is an ab- 
solute essential to success. Mark well 
that the different articles to be adver- 
tised require different treatment. It 
will not answer to advertise Oxford 
Bibles on the back of a French novel, 
or brogan shoes at one dollar per pair 
in the Boston Transcript. Laundry soap 
can be advertised on billboards, but that 
is not the place for the announcement 
of a high-grade physician. The heavi- 
est advertisers are the manufacturers of 
—— articles of commerce, and it is 
this class we will treat in detail. In or- 
der to oy the preliminary training of 
a successful national advertiser, let us 
take one specimen of the class and de- 
tail the steps which led to his produc- 
tion and training. 

Among this man’s ancestors, for a 
number of generations back, were law- 
yers, writers, preachers and _ farmers, 
His mother, for a year before his birth, 
was busily occupied in planning, organiz- 
ing her little affairs, and devising vari- 
ous and sundry things and methods; a 
continual exercise of the versatile ele- 
ment of her mind organizing and exe- 
cuting, producing new things and rear- 
ranging old. 

The boy was active, energetic and a 
lanner from the start off. Then al- 
owed to enter school at the age of 
seven, he had already acquired more 
than his share, perhaps, of boy wealth in 
the shape of marbles, knives and such 

ind of currency which came in ex- 
change for his particular manufacture 
of bows, arrows, ball bats, etc. His own 
articular stint of wood-sawing was 
argely done by his boy friends from 
whom he had won marbles, which be- 
came current funds to pay for wood- 
sawing. A prophecy for the future. The 
boy more fond of play than work made 
no brilliant record in his studies, but 
soon discovered a way of concentratin 
his mind upon one thing at a time an 
thereby accomplishing phenomenal re- 
sults; by this process he was enabled to 
do things quickly and leave more time 
for play. t thirteen he was placed at 
a university where the military training 
and athletics put him in the pink of 
physical condition. At fifteen, weary of 
dependence on a father’s purse, he aban- 
doned the university for hard physical 
work. A few days after his seventeenth 
birthday found him on the frontier of 
Kansas, with a partner, and-in business, 
his small capital having been supplied 
by the mother. He was a worker physi- 
cally, and a thinker. The versatile in- 
heritance from the mother came to _ his 
assistance when disaster began to show 
its head as a result of too liberal buyin 
on the small capital. Like the cat sud- 
denly brusked off the wall, he intended 
to light on his feet, he did, by looking 
up a buyer for the business and closing 
it out for cash, thereby not only saving 
himself but more than doubling his capi- 











tal. This venture filled some of the 
cells of the storage battery of experi- 
ence. Immediately following and before 
his eighteenth birthday came an offer 
to travel for a concern making farm ma- 
chinery, and for seven or eight years 
thereafter he was engaged in commerce 
either on the road or locally; serving as 
salesman in the retail house, clerk and 
salesman in a wholesale house, traveler, 
and finally manager of a wholesale es- 
tablishment. In every department pa- 
tient, thoughtful planning and organiza- 
tion preceded execution. Energizing in 
the small affairs furnished training, ex- 
perience, knowledge for the larger later 
on. Any fool can do easy things, but 
the easy good things are so few and the 
fools so many that business in that line 
is light. The laurel crown waits for 
the man who can and will accomplish re- 
sults in the face of obstacles that the 
masses cannot overcome. Later on came 
an offer to start a manufacturing busi- 
ness in connection with some capitalists. 
Our young man had become an inventor 
and possessed of some valuable devices 
for the machinery in which he was inter- 
ested. A small factory was equipped, 
later on a large one, and in three or four 
years a very large one. The trade was 
phenomenal, but our young man, whose 
inherited energy was in itself sufficient 
to keep him actively at work as long as 
Nature would reasonably allow, sought 
to extend his ability in that direction by 
borrowing energy every day from the 
good old juice that has fooled many a 
better man, and then quiet the nerves 
with an abundance of tobacco. Steady 
mental work each day and each night 
frequently until midnight, and little if 
any rest Sundays, was kept up for four 
or five years, until the combined effects 
of work with stimulants and narcotics 
produced a nervous breakdown, necessi- 
tating a substitute in the management 
of the business and a final result of fail- 
ure. Then followed some years of in- 
validism, necessitating travel and all 
sorts of experience with hysicians, 
nurses, diet, medicines, hygiene, etc., 
etc. He was physically and financially 
bankrupt, and in this crippled condition 
was forced to fall back entirely upon his 
inheritance of planning and organiza- 
tion for a living. Western real estate 
offered a field that yielded good results, 
without the necessity of physical or 
mental labor. It will be seen that his 
various experiences brought him in 
touch with all sorts of people and con- 
ditions of life. Please observe that he 
did not, like many a young man, take a 
classical course in college until twenty 
to train for a life work of commerce. 
There was daily training with actual 
facts, right in the arena day by day, 
adding this or that item to his store of 
experience and information, and these 
items gathered from a wide range of 
employment and _ travel. “A rolling 
stone gathers no moss.” Our subject 
did not want any, so he kept rolling. 
It’s the polished stone that gets through 
the Poon 4 places in this world. The sick 
days, however, kept returning and ne- 
cessitated many weeks in bed which gave 
opportunity for introspection and re- 
trospection, for marshaling the events 
of a lifetime and massing them for con- 
clusions. Hard experience, some one 
says, and, perhaps, some will inquire if 
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it is considered a necessary part of an 
advertiser’s training to be sick for a 
few years. I mention this part of the 
life of our subject to show that even the 
hard experience of sickness served a 
purpose and produced knowledge that he 
ultimately made use of. Mother Nature 
has ordered that the growing child shall 
have many a fall and grievous hurt, for 
by the getting up again, legs and arms 
grow strong, and skill to keep upright 
is gained. These years of sickness sug- 
gested the study of medicine, dietetics, 
hygiene and psychology. The selection 
and preparation of food became of su- 
reme importance in the effort to regain 
ealth. When the day finally came that 
our subject, now passed to man’s estate, 
found himself again possessed of a fair 
share of health, an inventory of his 
equipment for the start in his real life 
work might have shown the following: 

An inherited instinct for thoughtful 
planning from premise, step by step to 
conclusion; 

A knowledge of people, their likes, 
wants, desires and methods of thinking. 

Therefore the ability to originate ar- 
ticles to meet the wants of these people 
and to tell them through the press all 
about such articles. His financial suc- 
cesses and failures taught him the rare- 
ly learned lesson of the relation of out- 
go to income, and the paramount neces- 
sit~ of the proper regulation of these 
items so as to leave a sure margin of 
profit, Perhaps a little bit of personal 
experience may be used to illustrate the 
unpromising conditions under which 
some successful enterprises are started 
and the prime importance of a correct 
estimate of conditions and possibilities 
of trade notwithstanding the adverse 
criticism of experts. I crave your in- 
dulgence in this bit of shop talk. 

I went personally to call on the first 
bese ever solicited for Postum, a Mr. 

errick, the largest fancy grocer in 
Grand Rapids, ich. The old experi- 
ence as a salesman was brought into 
play for what it was worth. “Mr. Her- 
rick, I represent a concern in Battle 
Creek making a cereal coffee, a new 
thing for the grocery trade, which we 
propose to advertise and create a busi- 
ness for. The profit to the grocer is a 
little better than on ordinary coffee, and 
we expect to build up quite a business 
among non-coffee drinkers.” The good 
man is an old and successful grocery- 
man. He wheeled his chair around to 
face me squarely, looked me over from 
head to heel, and said: “Young man, 
come back here with me.” “Back here” 
meant to some shelves, where after pull- 
ing over various and sundry packages, 
he brought to light a large package, per- 
haps eight or ten inches long by five 
inches square, like a small bale of hay, 
and branded Caramel Coffee, made by 
the Battle Creek Sanitorium along back 
in the reign of King George somewhere. 
I bought a dozen of those packages a 
little over eight years ago,” said Her- 
rick. “Some years I sell one and some 
rears I don’t sell any. Now, you look 
ike a fairly intelligent, sensible young 
man, but why you should fool away 
your time on a cereal coffee that no one 
wants, that there is absolutely no de- 
mand for, and that the very best grocery 
store in Grand Rapids cannot close out 
a single dozen of in eight years, is be- 
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yond my comprehension. 
never build up a trade on cereal coffee 
on earth!” Wasn’t that a cheerful in- 
troduction for a new business and com- 
ing from the best expert in a city of one 
hundred thousand people? I explained 
that I knew cereal coffee had been made 
by various firms ever since the Civil 

ar, but up to this time no palatable, 
properly made article of the kind had 
ever appeared to my knowledge, and that 
after more than a year’s experimenting 
we had produced an article that had a 
coffee flavor and snap, with none of the 
toxic effects of the ordinary coffee, and 
that we felt with first-class advertising 
we could build up a trade among people 
with whom coffee was contra-indicated. 
Some part of the argument seemed to 
overcome Brother Herrick’s better judg- 
ment, for he, unwillingly and in a most 
skeptical manner, allowed a case to go 
into his store. I met the same general 
objection in each of the remaining ten 
stores in Grand Rapids that first took 
Postum, but each grocer finally yielded, 
and the next morning the advertising 
started. During that day I brewed a cup 
for my old friend Turner, then editor 
and owner of the Evening Press, saying 
I wanted him to know something about 
the merit of the article he was about to 
advertise. Turner liked Postum quite 
as well as he said he did, I believe, and 
had a number of the clerks in the office 
drink it, some of them, perhaps, not as 
enthusiastic as he. At any rate, I put 
off home and left the Postum baby to 
be nourished by the newspapers. A week 
went by and no squall nor laughter from 
the new baby. In about ten days Bro- 
ther Herrick sent for another case “‘on 
suspicion,” evidently frightened until he 
had goose skin on him, thinking the 
little trade he had started would drop 
off and leave him for another eight 
years with a dozen packages of Cereal 
Coffee. Within three weeks Mr. Her- 
rick was ordering a case about every 
other day, as I remember it. and one 
jobber began to call for the goods. I 
went back to Grand Rapids and put a 
young lady demonstrator at Mr. Her- 
rick’s soda water counter. (This was 
in February and nothing doing in soda.) 
After the young lady became reasonably 
expert I went home again for about ten 
days. On the next visit to Grand Rap- 
ids I found his store crowded to the 
door with ladies. My first impression 
was that a matinee had just * broken 
loose, and they were after candies and 
other sweets, but a little watching made 
plain that these people were in there to 
try Postum. I made my way amon 
them back to Mr. Herrick’s desk. ‘“‘Hel- 
lot You are the Cereal Coffee man 
from Battle Creek. Business? You bet 
we are doing business! Look at them 
(pointing to the store full); but it won’t 
last, for people are not going to keep 
on buying Cereal Coffee when they can 
get the genuine for nearly the same 
price. Say, you folks have a good ad- 
vertiser down there. I read that man’s 
writings, and he honestly nearly makes 
me feel that I ought.to drink the Cereal 
Coffee, but while the advertising is 
amongst the best I ever saw, we can 
only carry on the business about so long, 
then people will wear out the fad and 
drop your Cereal Coffee flat. However, 
I am perfectly satisfied and have a store 
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full of people like this nearly eve 

day. They not only buy Postum, but all 
sorts of fancy and staple groceries, and 
it’s a first-class proposition for me, I 
tell you!” Well, to make a long story 
short, within ninety days or so Grand 
Rapids was paying us a profit of about 
five hundred dollars a month, notwith- 


standing the pessimistic prophecy of 
good Brother Herrick and the other 
grocers. That was nearly nine years 


ago, and Grand Rapids is still drinking 
Postum and quantities of it, proof of 
the fact that the original estimate of the 
originator was correct—that there are 
— who cannot drink coffee, and that 
such people want a hot beverage that is 
healthful; the outcome of the campaign 
seems to show that Postum met the need. 
It is true that after a large clientele is 
built up, each year a varying percentage 
will drop away, but experience shows 
that these losses are replaced by new 
clients in increasing numbers, so that 
each year adds to the volume of Postum 
consumption. Hundreds of competitors 
have arisen and found untimely graves, 
People took Postum as a joke and a 
fake during the early period of its ex- 
istence, but as time. went on, it gradu- 
ally became clear to the public that the 
new beverage was made for a purpose 
and had taken jts place as one of the 
national beverages. I have tried to make 
clear to yaa the necessity of various 
items in the make-up of a successful ad- 
vertising man. Perhaps this last illus- 
tration will put home the need of indi- 
viduality and faith in the correctness of 
one’s own conclusons, when based upon 
experience and careful analytical 
thought. Nowadays much effort is ex- 
pended in training voung men for ad- 
vertisers. I have tried the experiment 
several times, but without much success. 
It seems plain that the successful na- 
tional advertiser cannot be built by 
birth alone, but is made up ‘from inher- 
ited genius aided by a vast store of in- 
formation to be gained only by years of 
experience. 

I have perhaps trespassed upon your 
good humor and sadly strained our un- 
written code of ethics by using as an il- 
lustration some personal trade experi- 
ence, and by the general conclusion of 
this paper that only those especially 
equipped can become large advertisers. 
The endeavor has been to discuss the 
question in an academic way, making 
use of such illustrations as I am mostly 
familiar with, and which would seem to 
be of use in the analysis. 

—_———_+4 - o__—_ 

SORT OF ADVERTISING 
THAT IS COSTLY. 
Newspaper advertising costs you too 

much when you try it to-day and stop 

it to-morrow, says the Tampa, Fla., Tri- 
bune. So would clerks cost you too 
much if you hired them for a day now 
and then. Same with delivery wagons. 

The wheels of your business must never 

stop; and the whole machinery is out of 

gear unless the big advertising wheel is 
always turning.—Inland Printer. 
Oe 


Wuite the timid and conservative are 
waiting for business to “pick up,” the 
hustling advertiser picks up business by 
persistent persuasion.—Jed Scarboro. 


THE 














BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 


THE advertising of beds and 
bedding is not an easy proposition 
so far as illustration is concerned. 

The literature which bed manu- 
facturers prepare for distribution 
to the trade is excellent, as there 
is ample opportunity for excellent 
pictures, and some of the bed cata- 
logues illustrated by the three- 
color process are really things of 
beauty. 

Advertising of this kind to the 


QUILTED MATTRESS PADS 








Fit your hed with a Quilted Mattress Pad and 
keep it in 2 cool and sanitary condition. A 
sound, refreshing sleep on hot nights will be 
made possible. 

These pads are made of bleached muslin, both 
sides quilted with pure white wadding of 9 
grade between. They perfect 
Good as new after laundering, and the i a 
places therm within the reach of all. 

Send for sample. 


The Excetslor Quitting Co., 15 Laight St., New York. 
No.l 


consumer is, of course, impossible, 
and another difficulty lies in the 
fact that the most attractive adver- 
tising is that which shows the ad- 
vertised article in actual use. 

It is obvious that beds do not 
lend themselves very happily to 
this character of portrayal. 
plain picture of a bed printed in 
an ordinary periodical is not a 
very pretty thing. 

The advertisement of the Ex- 
celsior Quilting Company, repro- 
duced here, is, so far as the idea 
is concerned, an excellent solution 
of the difficulty, and, if it had 
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been carried out in the style desig- 
nated as No. 2, it would have 
made a splendid advertisement. 
As it stands, it is an example of 
good thought gone wrong. 

After experimenting long 
enough advertisers may reach the 
conclusion that a quarter- page 
space in an ordinary magazine is 
no place to run half-tones, and 
that the way to judge the availa- 
bility of a drawing is notaltogether 
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QUILTED = P, 

No.2 


on the merits of the original draw- 
ing itself, but how it will look 
and work after it is reduced to the 
proper size. 

Perhaps after a while our 
friends, the magazine makers, will 
make the task easier by giving us 
decent paper in the advertising 
sections of the magazines. 





Goop advertising is the main- 
spring of business. 


— 





_ THERE is enough poor advertis- 
ing done to increase the value of 
good advertising. 
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Advertising Agencies. 
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THE LESS A MAN KNOWS, THE 
LESS HE HAS TO SPEND 


The publisher’s interest is best oad 
by having the most intelligent readers 
in his audience, at the same time hold- 
ing as many as possible of all classes. 
The reason for this is obvious. Intelli- 
gence and wealth go together. The ad- 
vertiser wants to reach persons of 
means. They are his best customers. 
He uses the paper which addresses itself 
to intelligence. The families of busi- 
ness and professional men, who read and 
think, buy most of his goods, and in 
such families cheap sensation finds little 
favor. From the standpoint of dollars 
and cents alone, it is best for the pub- 
lisher to appeal to highest intelligence. 
This does not mean that he should neg- 
lect the lower grades, for their patron- 
age is worth while, but he need have no 
fear of losing them while aiming at the 
higher. —Progressive Printer. 
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HEN YOUR WIFK’S DIGESTION 
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and all medicines and treatments fail, get 
MAN-A-CEA, the es Natural Spring 
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EWSPAPERS may secure new $100 style type- 
writers without money: unique 4 4 propo- 
sition. MUTUAL ADV. AGENCY, 317 Broadway. 
+e 
COLLECTIONS. 
AD DEBTS COLLECTED on percen basis 
only. Fair treatment . DAY- 
ANDNI HT S - hata 2644 Chicago 
ave., Chicago, I 
STOCK CUTS. 


ei lg = showing sixty silhouette 4 
cuts, in three sizes, one, two and six inch: 
high. Glad o "send you one. STANDARD, a 

Ann 8t., New York. 


CARD CAS CASES. 


ERFECTION card case a leader for you 

during the holidays ‘our somone of dif- 

ferent sizes mailed for 50c. Send ot ie ice list. 
ROSENTHAL BROS., bicago. 





140 Monroe St. 





CALENDARS. 


OST artistic ine of adverti 
ever offered. Write for price 
BASSETT & 8 HIN, 
45 Beekman 8t., New York City. 


satan 


————__+oo—_—_——_—_ 
LITHOGRAPHY AND TYPOGRAPHY. 


ITHOGRAPHED blanks for bonds, certifi- 

cates, etc., which be completed _b; 
typewriting. Send stamp for samples. KING, 
10 Wiiliam 8t,, New York. 





COIN CARDS. 


$2 "EF 1,000. Larger lots at lower prices. 
acitt — MAILER CO., Burlington, Ia. 


Less for more ; any print 
WRAPPER CO., Detroit. Mich. 





$3 ‘Tt THE GOlN 





ADDRES SING MACHINES. 


A’ DDRESSING MACHINES—No type used in 
the Wallace stencil addressing machine. me 


ace eer —~* of = ithe u by 
Jargest pul a roughout the coun nd 
for circulars. LLACE & +» 29 Sea St. 
New York. 


a ee 
NEWSPAPER METALS. 

NE HUNDRED TO ONE—Pick out any news 
paper in the U.-8. which is seeed for 4 
pographical exce eneeRenaey and 100to1 ~- 

fora 8 


woourpe metal w: agi. print 
it. E,W. BLATCH RD & CO. 54.70 Clinton 8t., 
Chicago. “A Tower of Strength.” 





PRINTING. 


OST printers feed sheets sheets by hand, aout 
machinery does it better and mo 
mically. Perhaps you think this makes no no dit. 
~swh y you. When you nares Se order to 
our mate and you’ our 
mind. KING &CO., — St., NY” 





CIGARS FOR “FOR SALE. 


Wwe ht = ayes a a better ¢ c for 5c. straigh 
it dealers will a ae , 

mavens a filler, ¢ Conn. ery 

wrapper, rf 

made, mild and ome 3 ill maila 

box of 12 of these pone to address 

in the U.8.,and, it thay donot make good, return 


them and ecelve 
ARTFORD ClGA CIGAR ©0., 
ui ty 8t.. Hartford, Conn. 


jumatra 
. Union 
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TRADE JOURNALS. 


ARDWARE DEALERS? } MAGAZINE. Circu- 
lation 17,000. Broadway, New York. 





ILLUSTRATORS A IND D ILLUSTRATIONS. 


LLUSTRATING, designing, ete., for covers. 
book-plates, and crests. THe KINSLEY 
STUDIO, 220 Broadway, New York 


DESIGNERS, 


ESIGNS and illustrations in colors and black 
aud white for all purposes. eed KINSLEY 
STUDIO, 220 Broadway. New York 


ADVERTISING AGENTS. 
AHIN Coupon System gives you satisfactory 


service in classified advertising. Our Clas- 
sified Directory contai 





ns extensive lists of rw 





covering var ~ Ca og = _— count 

mail it free, if «8 CLA FIED 
DEPT. MAHIN DVENTISING. COMPANY, 201 
Monroe 8t., Chicago, Ill. 


PRINTERS, 


OOKLETS by the million. Wette for booklet. 
STEWAR PRESS, Chic Chicag: 


YATALOGUES printed i in tree qpentities. 
Write STEWART PRESS, Chicag 


RINTERS. Write R. CARLETON, Omaha, 
Neb.. for copyright lodge cut catalogue. 


E will take on Linotype composition, if non- 
rush, at a low price. F. PERSONS, 


Delevan, N. Y. 


rs ou are not satisfied where you are, try ms. 
We do all kinds of book and ne wapepes 

rintin, Nyy ptly and satisfactorily. N 

RINTDID 15 Vandewater St., New York. 


BE AVELOP ss -61¢-x XX, $1.35 1,000. Printed 

with your name, business and address. Fine 
potohwade, statements or billheads, same price. 
Orders filled in 24 hours, WILLCOX, Printer, 
Hamburg, N. J. 


BUSINESS OPPOR OPPORTUNITIE S. 


$25,000 


out of carein 
way, N 


Ov’ PLAN for starting beginners in profitable 
Mail-Order business i 

. Some we at. 
ceive 100 letters Gaily, ond are m 
money, You 





ta, 8 Kas anseace upon which 
bere ae can be built 
HARRIS, 253 


ing bi 
can do complete plan for 
CENTRAL SUPPLY Mi Sur ANT. Kansas 


ome 
City, M 
GET NEXT TO 
BETTER INCOMES. 
Many ways to do this—none, . though, as invit- 
i mail-order 





or 
business Subseribe to the MAIL ORDER JOURNAL. 
In six y t has pu bundreds next to better 
inoomes ; 3 33 eas ‘Hai 
LOUIS GUENTHER, 
O, Schiller 1; 


PREMIUMS. 


RIN ER SCALES make usef 4y~- remiums, Com- 
ree line. wy A for ogue. TRINER 
FG. CO., 130 8, clinton St., Chicago. 

se mt PENS are are always in demand for 
premiame My pw are guaranteed perfect 
—14-k. iducement for quantities. 
Write“ mNSO! ,’’ $122 Groveland Ave.,Chicago. 


Loe¢ es 8S NEW PREMIUM CATALOG, 


now tains — instruments 
of all descripitony, includi special cheap 
ying mach $20,000 wort of our oar mandolins 


guitars used ina single rons pon one firm for 
pre cain Write for catal 1UM OLSEE, 
yon & Healy, 199 Wabash Lae Chicago. 


ELIABLE goods are trade builders. Thou- 
sands of su ive 

publishers and others from the foremost makers 

_. wholesale — in jewelry and kindred 


rice illustrated 5 . 
published Tokai Iv. 30d to-b0 te aa now rad aes 
YERS CO.. 46w, en Laue, N.Y. 





PRINTERS’ INK, 


SUPPLIES. 


D. WILSON PRINTING INK CO., 
of 17 8pruce 8t., New York, sell more mag: 
ones cut inks than any other ink bouse in the 


Limited, 


3 


“Special prices to cash buyers. 


Ky TYPE MACHINERY SUPPLIES 
Now RUNNIN 
25x30 Cottrell 2-Rev., air cushions, tapeless de- 
livest, table distribution 
1 Campbell 2-Kev., "table distribution, front 
fly delivery” 
20x42 Cottrell Drum Cylinder, air cushions, 
table distribution, ta a delive {th te 
gas-eng! ne, w nk, 
Price, $125. 
Let us know ror want. 
NNER, FE NDLE. K & 


Wanteuek tl Beekman St.; Shop, 33. 43 Gold 8t., 
Manhattan. 


BOOKS. 
DRISTERD HELPS AND HINTS, tte. , Ciroular 
free. KING, Printer, beverly, M 
ee M*,4 ADVERTISING ae ” a book 
ts and rti 
write thelr own ry 


pees, as e 
y mall, 2. DRO ROWL AND, Pub Pub. Columbus, 0. 
ts.” Just 


¢ ‘ H°™*, and Where to Sell | Manusert 

u blish: Full of Pigener 
tions for the fetion write 
utor. Con 


sugges 
mera! contrib- 
ns publications 

saes hey MSS. Ly paper covers, for 
s: bound in Pieatherette &% UNITEL 

PRESS. SYNDICATE, ;, Indianapolis, nd 





Eginey {7 LEARN LETTERING ' x Show 
6 


at Hom 
or One “Dime we send you Samele Chart and 
General Instructions. or Le, ts we send 
Ae our Book of Sample Alpbabets, Rules and 
‘omplete Instructions, enabling you to become 
a proficient show-card letterer, with reasonable 
practice, in a short time. For One Dollar we 
send ee shove and gad one st the wn ¥ 
Qagood shes, and four 
different colors of ink Ir tablets (one katt Rntonch). 
J. P. OSGOOD, 381 Pearl Street, NEW YOR: 
+> 





FOR SALE, 


imorres ‘7 sale. First-class condition. 
M. M.,” care of Printers’ Ink. 


SP aes cuts and special writing for eve 
retail business. Very low rates for 52. AR 
LEAGUE, New York. 


ge and eight-page Scott perfect- 
ress, with full modern stereo outfit. 
Aaerens BUNE, Oakland, Cal. 


OR SALE or Lease—Daily newspaper plant in 
Democratic city and county seat of 15,000 
people. Inquire P. . Box $45, Kenosha, Wis. 


Be tregees purchasir Bg presses, job 

paper ae . matérial, kind. 
y send for RICHARD PRESTON, 
ter Oliver 8t., imo sw 


o W* have reasons for selling THE Ecno. If you 
ge - og in Sood live Tlinois 
town, write us about it, i . HOTCHKISS, 


Prophetstown, 11 mn. 
42 x Aid POTTER ° TWO-REV.; will print 4 
sofa7or&col. A first class 


k, jo work. RICH 
WIRD. PRESTON, 167L “Oliver Bt. Boston. 


OE DOUBLE CSLINT RR. Rye or without 
folders attached; will ¢ pages © a 7- 
col. Spage; speed, 3,000 to - Al will 
rade part payment. RICHARD MORESTON. 
ier Oliver Bt, Boston, 


I ARGE Miehle prem, es, two combination Camp- 

ony Campbell: 7217 jobber, let fine chasse 
pony ‘x17 jo r, lot fine chases. 

Sta. C, Box 123, 

Cleveland, 0. 


Fors! SALE or Exchange—Double cylinder Hoe 
reas, with folders attached, in excellent 
condition. boxed_ready for shipment from Har 
risburg, Pe uaranteed in first-class condi- 
Con. Serie bit weekly or tn 
aily. A bersburg, Penn. 
Price right. 


















pr lal 
IROULARS ted $3 a thousand, A. 
C D. POSEY, “pon 4, Abveville, La. 


> ae 
ADVERTISING NOVELTIES. 


APEROID Pocket Wear tke oa, | ad for nid 
including ad. wig . 

& SON, 5th above Chest 

C COAT HaNGnisNEW STYLES. 
Specially adapted for permanent advertis- 


ing pu Prices eo 
ELMAR MFO. co., Canton, Pa. 
V TRITE for sample and price, 5 et 4 Bill 
File. Price low. Reaches 


. and 
housewife. THE WHITEHK AD re HOAG c a, 
Newark, N.J. Branches in all large citi es. 


1 hee 1 


BRIGHT steel nail file, $30 per thousand. 
Turned toothpicks in $20 per thou- 
sand, Samples of each in leather cases, 10c. 
Agents wanted. J.C. KENYON, Owego, N. Y. 
ELLULOID advertising poretiten § me bring 
a. = sustone, hedges, A fone 
ort co BAL ORE 
BADGE & NOVEL! CO., 258 Broadway, N. Y. 
—_———_+or- 
ADVERTISING MEDIA. 
r line for gavertising in THE 
10 Si ONTO , Bethlehem, P 
95 Fr CENTS for 30 words 5 da ENTERPRISE, 
«#0 Brockton, Mass. Circu Circulation, July, 9,060. 
1 CENTS an inch for advertising in THE 
GRANITE STATE ATE NEWS, Wolfeboro, N. H. 
A jostled GUIDE, GUIDE, New Market, N. J. A. 
card = a bring sample copy. 


RITE us about “ 8 Business Bringers.” 
THE RELIGIOUS PRES PRESS ‘ASSN, Phila., Pa. 


A™ person advertising in in PRINTERS’ INK to 

the amount of $10 or more is entitled to re- 
ceive the paper for one he year. 

OULTRY NEWS, 5c. year; year; ad rate, 70 cents an 

n, a, 3 monthly. 


inch rit irculatio 
ste att LAR, New Branawic k, N.J 


5 3 PROGRESSIVE MONTHLY, Indianapolis, 
Best medium for those wantin 
IB. eels or the mail trade. Rate, 10c. 7 
on request. 
TT HE BADGER, 300 Montgomery Bldg. 
waukee, Wis. a fami =. ctreuiation 

general, en coples, rate a line. F 
close the Ask your agency ‘nous it. 


OWN TALK, Ashland, Oregon, has a 2 
of 4,500 coples each issu 


circulation of 
Both other Ashland rs are rated at less oo 
‘n_ Newspaper Directory. 


1,000 by the American 
NLY 50c. per line for eact for each insertion in entire 
list of 100 country papers, —) as ost 
New York, New J > 
UNION PRINTING CO,, 15 Vandownter 8t., N. ¥. 
ILL pay for a five-line advertisement 











w 
$1 0 four weeks in 100 Illinois ot wenn nsin 
weekly newspapers. CHICAGO WSPAPER 
olen e on 


eee St., New 3 York. On 
100, weekly. 


,f cir 





I you want to reach the cotton nee + -- oil 
trade of America, use the GINNER A 
Tenn. 7 | » a high-class ts cane 
vy buyers of all kinds machinery and ma- 
chinery ne 8 mppiies. If you want to keep on 
ton and cotton oil, ognenee for it. Three 
dollars per year. Write for sample copy and ad 


1 000 GUARANTEED circulation, 2% 
A] cents a line. That’s what the 
PATHFINDER offers the advertiser ev 


pi by all aes mail-order 
‘ou_are ad do not know of the 


vertising 

ATHFINDE yous Fy missin, 

Ask for —+- ¥ and rates. THE PATHFINDER, 
Washington, D. C. 

DVERTISERS —Northfield 

wing to \ ad- 

vanced 50 per cent in five years. Best black slate 


nd lumber manufacturi 
ich section w: 


month, 
rms. If 


fs one of Ver- 
l estate 





cannot be successfully reached by adve 

in other mediums. No edition in a yout less 
than 2,000 sk for further information, 
NEWS, N » Vt. 


PRINTERS’ INK. 
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DECORATED TIN BOXES. 
[Tage 


of @ package ofttimes sells 
eureannot timagloe how Ly 4 tin 
Songs eon bo doatent 


until you get our samples and uot L., Tast 
ear We made, amo: many other things, over 
m million Cascaret boxes and five jon vas- 
eline boxes and caps. Send for the tin d re- 
aa called “ Do It a ed =e is free; so are 


samples you CaN WrOpben Oh COMPANY, 


Brooklyn, New York. 
eon largest maker of Tin Boxes outside of the 





——~—————— 
HOUSE-TO-HOU USE E DISTRIB UTING. 
Ww: E mane an ‘an honest, intelli 


adv matter ee ait all 
guna hout the entire United States. 
We employ only le, experienced, local men, 
who personally supervise each distribution, 

e positively guarantee the se: and cheer- 
fully make where contract is violated, 
Ten 4 ence in handling national con- 

lente are p) — ¢-: ~ —— = | monthly for 
— - ¥, a om we can 
a a - ~ and map 

out . Aintrtpn 


a nag hl 
Nig OFFICE WILL A. MOLTON 
pisTRIBUTING AGENCY, 442 st. Clair 8t., Cleve- 
land, Ohio. 


————_~+o—————_ 
ADVERTISEMENT CONSTRUCTORS. 


100 “82, BAIT PUB. co. “roronto, Can. oe 


AIL-ORDER ADV'G written ang pas 
EUGENE KATZ, Boyce Bidg., 


RACTICAL, common-sense, business- 

ay oo en ey ESTELLE bringing 

THING, 22 Munn Ave., E. Orange, N 

Ban SHERBOW, 3148 ucla Avenue, 
Philadelphia. The making of the better 

sort of Business Literature aerre 


oe FERRIS, mark. 
918-920 Drexel Building, Phitade a. 
Adwriter and business adv adv Wehe 


ON news. that’s eae, Kind M, Prafuctive and —— 


sonable . LEDNUM, 2349 N. 
30th St., niiadelpt 


N  DYBRIIERGNT FOR YOUR LOCAL 
PAPER—well written, tasty and different 


from the othe raws, 
F. H. LOVEJOY, Rosiyn, Pa. 


DVERTISING—the kind that increases 
business—pays. It’s my specialty. rite 


F. H. LOVEJOY, I Box 1, Roslyn, Pa. 


M98 let me rend you « you some sam 
fort . be I have done for 


thf to ure on. on, JED SCaRBORG, 557a Halsey 


for part 


Me winning booklets, catalogues, eumnie 
at erintea’ form letters, ete., wri 


How We Hel Printed. Write for free bok JOHN. 
“How e 2 od le 
SON & conan," 904 Tribune Bldg., Chicago. 


WHICH ARE YOU-I Lo a aed OR LED? 
regard — add verti: as a mere 
often, 


expense account as a& 
needless outlay ‘forced ‘upon hon by ble- 

back - number” competitors. 
euch reluctant ad is 


profit, knowing that in at- 
what they sell’ is abundantly well 
Of course “many” “have no 
= " for me. pe it con cheers me to dis- 
ver that “ ag = for whom | 1 r* + 
Catslogees. Booklets, 


Folders, Sli py Cards, Newspa 
1 gladly send. de Jour h Adee. et oe. 
’ whose 
bust: Samples that i hat those 
OTHERS” No 
A I, MA 











NOTES. | 


Natuan Simon, publisher, New York, | 





is making magazine contracts through 
the Ben B. Hampton Co. 
Henry P. Dowsr is now associated 


with the H. B. re Co., 227 
Washington street, Boston, Mass, 


ALL the magazine advertising of the 
Siegel-Cooper Co., New York, is being 
handled by the Ben B. Hampton Co. 


A TERSE mailing card from the Barr 
& Widen Mercantile Agency Co., Flat- 
iron Building, New York, outlines their 
method of collecting bad debts. 


“Some Books for Sale at Our Shop” 
is a new price-list from the Roycroft- 
~*~ sanes in the elliptical English of 
the Fra. 


Tue latest home-seekers’ folder of 
the Burlington, issued from the Chicago 
office, is entitled ““To the Great North- 
west,” and contains a great deal of com- 
pact information. 


A Fine booklet from Conrow _Bro- 
thers, 33 Beekman street, New York, 
shows samples of Herculean linen sur- 
face cover papers in colors suitable for 
advertising brochures and other litera- 
ture. 


A MAILING card from the Daily Tri- 
dune, Greensburg, Pa., asserts an aver- 
age of 3,610 daily for September. The 
edhe average for 1902, per Rowell’s 

irectory, was 3,192, which shows a 
material gain. 


Tue Register-Gazette, of Rockford, | 
Ill., an afternoon daily entitled to enter | 
the Roll of Honor, sends out a pithy 
folder containing in brief space such 
information as an advertiser would be 
inclined to place on file. 


“Rurus the Roofer” is a quaint char- 
acter who holds forth monthly in the 
pages of the Arrow, telling pointed 
stories that emphasize the qualities of 
the roofing tin made by the N. & G 
Taylor Co., Philadelphia. 


Tue newly organized. Bluine Manu- 
facturing Company, of Concord Junc- 
tion, Mass., has decided to turn over 
its entire large appropriation for this 
year to the H. B. ae hrey Company 
Advertising Agency, of 





oston. 


PRINTERS’ INK. 








AN 
length, 
erty, Mo., is used as the basis of a 
forceful folder by the weekly Kansas 
City Journal. 


“Gas Furnaces” is a simply worded, 
clearly illustrated, inexpensive booklet 
on a timely topic, and ought to bring 
business to the Mellott Heating Co., 
Pittsburg, Pa. 


“Stx Per Cent Safely Secured” is an 
exquisitely printed, convincing booklet 
on mortgage investments from the mort- 
gage and bond department of S. E 
Gross, real estate, Chicago. 


“Tue Good of It Without the Bad of 
It” is a coffee booklet from the Meri- 
den Co., 218 Fifth avenue, New York, 
describing patent coffee percolators and 
chafing dishes. Arguments and printing 
are good. 


ear of corn sixteen 


inches 
raised by John R. Haggard, Lib- 


in 


From the British Whig, the only 
daily paper in Kingston, Oat., entitled 
to entry in the Roll of Honor, comes a 
list of foreign advertisers fully justify- 
ing the publisher’s opinion that it is a 
list to be proud of. 


“Revative to Our Future Home” is 
an interesting mailing card from the 
Titche-Goettinger Company, dry goods 
and ladies’ wear, Dallas, ae describ- 
ing the new eight-story building which 
will be occupied in January. 


Tue Daily Northwestern, Oshkosh, 
Wis., owns 122 miles of telegraph wire, 
is circulated by 150 newsboys and car- 
riers, and claims to be the strongest 
daily paper in that State outside of Mil- 
waukee. Its circulation is kept before 
advertisers in the Roll of Honor. 


In an impressive map-folder, ‘The 
Commercial Vantage of the Pacific 
Northwest,” the Spokesman-Review, of 
Spokane, Wash., shows that in its ter- 
ritory were produced last year $85,000,- 
ooo in agricultural products, $20,000,000 
in minerals and $21,000,000 in lumber. 


Unper the management of John H. 
Fahey, its new owner, the Boston Trav- 
eler appears with a first page free from 
advertising, an improved dress. style 
and makeup, fresh news and editorial 
features and other innovations that 
make it an eminently attractive evening 
daily. 














Normal Instructor 
andWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World. 


Your advertisement in these 
publications will bring you your 
share of this trade. Specimen 
copies and advertising rates sent 
on request. 

F. A. OWEN PURLISHING CO., 
DANSVILLE, N.Y. 

















Co., the 
Century ; 
History,’ etc., is being placed by the 
Ben B. H 


PRINTERS’ INK. 


Tue advertising of James C. Clark & 
ublishing house handling the 
ictionary, “Beacon Lights of 


ampton Co. 


Tue Washington Star’s rates are pub- 


lished in a neat leather-bound memo 
book, which also shows styles of type 
and borders and demonstrates ways of 
combining bold-face type and cuts with 
the outline advertising that must be 


used on that 
rates. 


paper to secure single 


Two pages are devoted to a table 


of proofreaders’ marks, which feature 
is also issued on a small card that may 
be hung over a desk. 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 


extra for specified position— tf granted. 


Must be handed in one week in advance. 
a 








CANADA. 


ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 








INFORMATION FURNISHED 


National Advertisers and all persons in- 
terested in outdoor display can secure de- 
tailed information about the members of 
Associated Billposters and Distributors, 
their rates, facilities, etc., through 


CHAS. BERNARD, Secty., 
Tribune Bldg., Chicago, Ill. 











CIRCULAR LETTERS 


WE MAKE THEM. 

Our circulars imitate the typewriter to 
te ection. Weare also sega for every- 
hing you may need. ay we send you 
samples? They are free. 
when asking estimate. 


THE SMITH PRINTERY, Warsaw, Ind. 
Dept. B. 


Enclose stamp 














TO THE 


HARTFORD TIMES 


The American Newspaper Directory 
for 1903 accords the largest 


DAILY CIRCULATION IN CONNECTICUT 
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IN EL PASO, TEXAS. 


In the latest issue of the Ameri- 


can Newspaper Directory the cir- 
culations of the two daily papers 


of El Paso, Texas, are rated. 


No 


one doubts tne accuracy of the 
Herald rating, but it has recently 


been 
Times 


made apparent that the 
rating is fraudulent.— 


PRINTERS’ INK, July 22, 1903, 








Do More and 
Make More. 


With your present plant, 
facilities and working force, 
could you not do from 10 to 
20 per cent more business than 
you are doing now without 
any particular increase in 
your dead expenses? 


If so, can we interest you in 
a plan for securing this ad- 
ditional 10 or 20 per cent 
through the mails ? 


This p!an will not take long 
to consider, and after you 
have gone over it and placed 
your O. K. upon it, we will 
take all its details off your 
hands—except the minor de- 
tail of paying our very modest 
bills. 


The plan we speak of is 
called our MAIL DRUMMER 
SYSTEM, and we have proved 
to many leading manufact- 
urers that it will bring an in 
crease of orders far out of pro- 
portion to its cost. 


If you are interested in 
securing more orders from 
your present customers and 
getting a large number of 
new accounts on your books, 
it will only take a moment of 
your time to write and tell us 
so. Then we will not only tell 
you about it, but show you 
precisely how the system will 
work in your case. 


THE GEORGE 
ETHRIDGE COMPANY, 
33 Union Square, N. Y. City. 











MILLIONS!! § 


of dollars’ worth 


of American goods are sold di- 
rect to merchants in BRITISH 
COLUMBIA. Do you want 

a share of this trade? 


The Colonist 


Established in 1858. 
VICTORIA, B. C. 





** Covers the entire 
province,’’ 


SusscrieTion RATEs: 
Daily (including Sunday), 
$6.00 per year. 
Semi-Weekly, $1.00 per year. 


The Colonist Printing and 
Publishing Co., Ltd. ¢ 
VICTORIA, B. C. 


PRINTERS’ INK. 





The Evening Journal 


JERSEY CITY, N.J. 


GROWTH in 1903 


SIZE FROM 10 to 14 pages. 

ADVERTISING of 24 per cent. 

CIRCULATION from 17,532 to 
18,407. 

THE ESTIMATION of its read- 
ers that it has grown in every 
quality that makes a paper 
valuable. 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and nota 
STREET Circulation. 

















THE INCREASE 


IN ADVERTISING SPACE IN 


The St. Paul Globe 


During the past six months, over the same period of last 

year, is as follows: 
March, - 
April, - 


2,771 inches 
6,715 inches 
3.219 inches 
3:787 inches 
3,487 inches 
2351 inches 


MM ay, - 

June, - 
July, - 
August, - - 


Total increase for Six Months, 22,330 inches 


This demonstrates that ADVERTISERS GET RESULTS when 
they use the GLOBE. 
Address 


THE GLOBE CO., ST. PAUL, MINN. 


M. F. KAIN, Business Manager 








FOREIGN te Babe get sa Se TIVES 





Cuas. H. Eppy 
to Spruce St., New York City 
Tel. 2971 _ 


W. B. Lerrincwet & Sons 
405 Schiller Bldg., Chicago, Ill. 
Tel. Central _ 














Largest Circ Circulations. 











4N EXAMINATION OF ROWE/L’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 198 
REVEALS THE FACTS STATED BELOW. 


Nore.—Under this heading PRINTERS’ Ink will 
advertise a three-line paragra to the 
r, giving} t one insertion for 60 


conte stam spagment to accompany the 
~ fe —- ill continue it once a week for three 


months (thirteen weeks) for $7.80, from <r 5 
per cent may be deducted for cash with o 
INDIANA. 
The Bulletin r circulation rating 
than is accorded to poet paper in Anderson. 


The Commercial has a higher circulation rat- 
ing Gen 8 is accorded to any other weekly in 


nt me Ww JERSEY. 





a Advertiser's Newmarket, is one of 
seven ra 3 publications that has 
Seedit ‘or 5,000 copies. Sa: Sample 


NEW YORK. 


The News has a circulation rati 
higher than is accorded to any o' 
Newburgh. 


four times 
r paper in 


NORTH CAROLINA. 

The Sete, Ls 8 has oF nig’ ~ a pga ay 
es than is accorded to : eee in 
Charlotte or daily in the State of North ‘arolina. 

Se Chasteate ns bee Se Maes peal 
average circ’ ion ing, in res, in the 
issue of the American Newspaper Directory of 
any daily in North Carolina.’ 

OHIO. 

The Herald has a higher ctrouintion rating 
than Loatbeotel te to any other paper in Eaton. 

The Daily Vindicator has a higher circulation 
rating than “4 accorded to any other paper in 
Youngstown. 

TENNESSEE. 

The Commoretal tapont has a her circu- 
lation than is accorded to 1 daily 
in a of Tennessee. 

The Commercial-Appeal has a higher 

mL, Pathog than is accorded to any other 

paper in Memphis or in the State of Tennessee. 
TEXAS. 


In the latest issue of the American Roewepaper 
Directory the circulations of the two daily 


The Tribun ne has a r circulation ce 
than is accorded toany other one n Galveston. 


The Weekly Sentinel has a higher circulation 
rating than ie accorded to any other paper in 


bebe ey na 
Ledger and Weekly Ledger have 
nicks pentey Lote Tatings than are accecded to 
any other papers in Tacoma. 

MANITOBA. 

In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
— Bulletin has a higher circulation rating 

is accorded to all the other daily 
combined, and the Weekly a 
higher than is ded to 
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ONTARIO. 


QUEBEC. 

Spe Fania arete and Weekly Star has 
higher circulation rating than is accorded 
any other paper in Montreal. 

tO 
er BEGINS TO SEE WISDOM 
IN BANK ADVERTISING. 


The Bowery Savings Bank of New 
York, one of the richest banking insti- 
tutions of that city, advertises for de- 
positors. This policy is being discussed 
in Boston, where the old style policy 
has been in force. However, one Bos- 
ton savings bank has openly advertised 
for depositors, and what this bank has 
dared to do, the older and more con- 
servative institutions will probably ap- 
prove one by one, as the financial value 
of advertising is realized. The bank 
that does advertise is one of the young- 
est of the savings banks. Several more 
of the newer banks have been sending 
out statements as “feelers” where the 

1 soil d promising, but it 
has been done quietly, for fear the bank 
commissioners might decry the practice. 
The richer and older of the savings 
banks consider that their deposits are 
large enough already. One institution, 
whose deposits reach $30,000,000, does 
not care for any increase beyond the 
normal increment that comes to it from 
its regular depositors, and again thinks 
it hardly in the spirit of the historic 

recedent to advertise.— Press and 
rinter. 


a 
to 











Advertisements under this Pt Nending ove 
word, subject to approval of its edit 


ria 
copy and remittances to tor ODDITY Column, 


— 





OHNSTON’S bi card. Areal oddity 
P ie and a fam: Aa omy bringer. Sample 
free. WM. JOHNSTON, 45 Rose WN. Y¥. 


ARTOONS—Publishers ha in mind 

ideas for ome hy itics, a 

can get clever yor a d- 
Gress "CARTOONS." 10 pruce St, N 


W 48M PE OTOS—Sent postpaid, cabinets 

Not =e everywhere. oe 

| if not what expected. Get 
WILBER ART oo ais Walnut, 


OOK-LOVING STENOGRAPHERS can 
have absolutely free oo new novel per 
month, their own select enrol. ae 


their names = ith our lo dues 
hour jaa, Xg LITERARY 


STEN 

BUREAU > com 616, 123 Libe &t., New 

York. i 
I engraved 
pe, ~ ay = die cusbooss ng 
—to discri: men who ap- 
presiate, © the tm ere letter. 
eads events favorable “ies 

sions. Beautifu kk. Special price 


mention 
BUOMLEY, Station 
53 Maiden tone 8. Y. 





WANT to send samples of 
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The Smart 
Advertiser 


In laying his plans for a campaign first learns whether 
a field affords resourceful conditions necessary to the 
sale of his goods. If the field is rich in population, 
if the people are representatively 

300,000 people, | American in their manner and cost 
een aes Te aoe of living, if the city residents are 
Bayton feta. One | employed in commercial concerns 
it—The News. famous forthe high wages they pay, 
and if the rural people subsist on the 
products of a soil that affords diversified sources of 
income;—in short, if the field has many people, thrifty, 
prosperous, good livers, and good buyers,—then the 
smart advertiser is convinced that money put there 
is well spent. 

Next, he seeks to “cover” that field with the least 
possible outlay of money for +n If he finds one 
strong newspaper that covers it like a blanket, he counts 
himself fortunate. 

This very situation is what makes the Dayton 
Daily News one of the choicest propositions to 
advertisers in America. Dayton ranks third in 
Ohio, next to Cleveland and Cincinnati, in the 
money and people employed in its shops, and the 
volume of output by its manufacturers. Its com- 
mercial concerns pay the best wages in the world. 
No city in America of its size can 




























i a All advertising 
show so many of its people own- | .ottracts in The 
ing their own homes. News are made 


Dayton is the metropolis of the | Hitty,Awerenes 


iami i irculatio 
Miami Valley, the richest spot on | more circulation 


earth. Mark Twain called it the | Dayton dailies 
garden spot of the world. combined. 


Dayton is the terminal of twelve traction roads that 
in to AF teria immediately mates ee —_—. 
nD, y 200, ns, making a population o: 

300,000 in ¥ e Da: id 











in th yton field. 
Daily N 
Dayton Daily News 
Eastern Office : Home Office : Western Office : 
LA COSTE & MAXWELL 27£. SECOND C.J. BILLSON AGENCY 
140 Nassau Street, STREET, J. H. Glass, Mgr. 


New York City. Dayton, Ohio, Tribune Bldg., Chicago. 
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DISTANCE CUTS 
NO FIGURE 








OFFICE OF FRED HALD, 
Grand Island, Neb., Oct. 19, 1903. 
Mr. Printers Ink Jonson, New York City. 
Dear Mr. Jonson: 

We need some more of that celebrated Rose Lake Ink— 
can’t get along without it. We have tried several different 
kinds of red ink from some other firms, but we have failed to 
find any yet that we thought would equal yours unless we 
bought about a five-dollar-per-pound grade of ink. Colonel, we 
believe you have solved the ink problem, 

Yours truly, 
FRED HALD, 


In my last advertisement I tried to demonstrate 
that no matter what part of the country you are 
located in, the freight charges added to my prices 
will make my goods cost less, delivered at your 
door, than you can buy in your own vicinity. 
A distance of 1,400 miles cuts no figure with Mr. 
Fred Hald, whose testimonial appears above, as he 
cheerfully pays the freight and figures that he can 
do better with me than he could by buying in 
Chicago or St. Louis. My job inks are the wonder 
of the age, and printers who formerly paid four or 
five dollars a pound cannot realize how I can sell 
my inks at one dollar. The purchaser is the sole 
judge. When he feels that he has not received his 
money’s worth, no questions are asked. His cash 
is refunded, along with the cost of transportation. 

Send for my new book giving valuable hints 
for relieving troubles in the press-room. 














ADDRESS 


PRINTERS INK JONSON, 
17 Spruce St., New York. 
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““‘We saw your | — 


ad in 


Printers’ Ink.” 





> aan 


“One day I thought of PrinTeRs’ Ink, 
which I had read several years. Seemed as 
though it ought to reach enough proprietary 
people to make advertising worth while, so I 
asked advertising men of the drug journals what 
they thought of it. They had already secured 
our business, so perhaps they were honest in 
their replies. ‘You might as well throw 10,000 
dodgers in Broadway,’ said they; ‘you stand as 
good a chance of having one picked up by a 
proprietary manufacturer.’ But we put a small 
ad in the classified columns of PRINTERS’ INK, 
and it brought replies. We followed with small 
display ads. To date our expenditure in your 
paper has been less than $50, and it has brought 
us more than $12,000 worth of business. Last 
month we got an order for $3,730 from the 
largest mail order house in Chicago. Our sales- 
man had passed this firm’s office a dozen times, 
never suspecting that they used tin boxes. The 
first sentence in their letter of inquiry was, ‘We 
saw your ad in Printers’ INK.’ To another 
PRINTERS’ INK customer we recently shipped 
1,494,695 boxes. Though all the trade papers 
we have used have brought us good results, 
none compares with PRINTERS’ INK.” —.Statement 
by Mr. Reiss, Advertising Manager American 
Stopper Co., 161 Water St., Brooklyn, N. Y., in 
PRINTERS’ INK of October 14, 190}. 





Classified advertisements in 4 InK cost ten cents a line—count six words to a line. Con- 
practe Seer oe = terminated any Address Business Manager PRINTERS’ INK, 10 Spruce 5St., 
lew Yo. 
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